Next Week 
You Will Find 


in “The Recorder” 


Shoes for the South 


A= the costumes which promise to 

make them popular. To give the 
merchant a fashion background for the 
Palm Beach and southern resort picture, 
we show next week important new fab- 
rics and styles of costumes for beach, 
sport and formal wear. These coming 
trends promise to influence shoe styles 
of the future, not only in Florida, but 
later on up North. 


The South has come to be regarded as 
a proving ground for future fashions 
throughout the country. To the extent 
that this is so, every shoe merchant 
should watch closely the developments 
at Palm Beach and other famous resorts 
in the next six weeks. 


* * * 


The widespread interest that has de- 
veloped in Dr. Locke’s famous clinic has 
served to focus interest once again on 
corrective types of footwear. Many a 
shoe store has found that its salvation 
lies in specialization along the lines of 
foot health and foot comfort. So the 
problem of how to sell corrective shoes 
comes in for special attention and in 
next week’s issue we publish the story of 
a merchant who speaks from experience. 
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4-Snap Savoy 


Roxy last for 
14/8 heels 





Ariel Croquet 
Extremely light, unlined, 
patented non-tearing bind- 
ing, Carma last for 17/8 to 
19/8 heels 


And—for Men 
Ariel Clogs and Sandals 


Very light—on and off easily—snug, com- 
fortable fit— no gapping — inconspicuous — 
“You hardly know you have them on”—just 
what men want. Use them to increase your 
men’s rubber business. 


Boot aND SHOB RECORDER 
combining THE SHOE RETAILER, Dec. 10, 





Monopul Savoy 


Slide Fastener—Opal last 
for 15/8 and 16/8 heels 


Moderne Gaiter 


One-Snap Fastener 
Carma last for 17/8 to 
19/8 heels 


Itis PROFIT you want! 


Here it is. Proved profit—proved in many of the country’s 
finest stores. 


The soft richness and elegance of the satin finish; the 
graceful lines and smart individuality of the patterns; the 
perfection of the tailoring; the flattering sleekness of fit— 
give the BALL-BAND Indiana (satin-finish) line a selling 
appeal that places it above competition from “jobs” and out- 
moded “distress” merchandise. 


The four styles shown here indicate the beauty and range 
of the more popular style items—an examination of samples 
will demonstrate their unique profit-making advantages. 


If you are interested in Profit, write for full information 
and sample pairs. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 


280 WATER ST., MISHAWAKA, INDIANA 


(New England and Greater New York dealers should address 
Dunham Brothers Co., Dept. A, Brattleboro, Vermont.) 


BALL-BAND 


GAITERS—RUBBERS—ARCTICS—BOOTS—CANVAS SPORT SHOES 
LEATHER WORK SHOES—WOOLEN FOOTWEAR 





When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


ie Strootman, 
the dean of shoe men in Western 
New York, observed recently: 
“There will be just as many op- 
portunities in the shoe business in 
the better times ahead as there 
were in the past.” 


Gee TITY 
oe 
& ey 


Mr. Strootman, who is 81 years 
of age, formerly operated the 
largest shoe factory in Buffalo 
and now occupies his time in 
managing a shoe fitting system 
which he began in an experimental 
way after selling out his shoe 
factory. 

Mr. Strootman lays claim to 
having 300 years of shoe knowl- 
edge and experience in his sys- 
tem. His father and grandfather 
before him both lived to ripe old 
ages and spent their entire lives 
in the shoe industry. His family 
settled in Buffalo in 1818, when 
the city was a mere trading post, 
and immediately began making 
shoes. 

“We should not be discouraged 
at the length of the depression. It 
will end, just as all other depres- 
sions ended. When this one ends, 
[I think the country will be on a 
better fotindation than ever be- 
fore to enjoy an enduring pros- 
perity. Past practices in many 
directions have proven futile, but 
it took a depression to demon- 
strate the fact. We are thinking 
more clearly than ever before.” 





Eau W. Dawson 
of Dawson’s M. S. P. Shoe Store, 
Owensboro, Ky., a former chain 
store manager and now a success- 
ful independent, ‘says: 

“The success of any of the large 
chain organizations is not attribut- 
able to its purchasing power as is 
usually thought, but to its merchan- 
dising system. In the Merchants 
Service Plan of the International 
Shoe Company of St. Louis you 
have a ‘system’ equal to that fur- 
nished by any chain that has come 
within my experience. It fortifies 


_the merchant against competition, 


whether it be chain or indepen- 


dent.” 
* * ok 


CG, H. Ansley, 
general manager of the Perth 
Shoe Company, Ltd., of Perth, 
Ontario, writes: 

“I have ample evidence to sat- 
isfy me that people are becoming® 
more foot conscious and so are 








carrying this impression into the 
retail shoe stores and shoe depart- 
ments. The day is not far dis- 
tant when many stores will have 
in attendance, but apart from the 
shoe department, a qualified man, 
preferably an M. D., to whom the 
shoe department can send such 
feet as their expert fitters realize 
need attention. 

“It is my belief that shoe 
thought should now be directed to 


the end—more care and expert ad- 
vice should be given to the feet 
first and then the proper fitting 
for the different types of feet. 

“I have been manufacturing 
shoes for twenty years and can 
quite candidly confess our fac- 
tory has been devoted merely to 
the making of shoes and from that 
basis selling shoes, but I find a 
very receptive ear now towards 
the gospel that I am preaching, 
that the foot is the foundation of 
the whole body and must be more 
thoroughly understood by people 
who sell the covering for the 


foundation.” 
x Ok Ok 


GIMME THREE PAR— 
MX WIFE'S GIVEN 


ce D > 
ALL MY SHOES 
Away 
3 


H. Walter Scott 


of Philadelphia says: “The way 
to resume the sale of shoes at re- 
tail is to diminish the supply of 
shoes in the _ public’s closets. 
Everybody is being solicited, par- 
ticularly in mid-winter, for con- 
tributions to the poor, not alone 
money contributions but goods 
contributions, especially clothing. 
I am wondering if the effect of 
this solicitation is not to reduce 
the accumulated stock of partly 
worn shoes that has been clutter- 
ing up closets and preventing 
needed visits to the shoe store. 
“If people are to give away a 
larger proportion of their partly 
worn shoes, replacement would be 
automatically increased.” 











Joseph M. Herman 
Shoe Co. of Millis, Mass., has re- 
ceived an order for 36,000 pairs 
of high army boots for delivery 
early next year which will enable 
the factory to operate at capacity 
this winter. The contract calls 
for a price of $3.03 per pair. 


* * * 


J. O. Moore, 


a director of the Brown Shoe 
Company of St. Louis and chief of 
the Concentration Division, was 
author of the article: “New Dis- 
tribution Hook-Up is Needed,” 
which appeared in the Boot and 
Shoe Recorder of November 19th. 
The story was simply by-lined “J. 
O. Moore,” but you would be sur- 
prised to see the number of letters 
that he has received at his office in 
St. Louis—proof evident of the 
fact that he is known nationally as 
the father of an idea of a tie-up 
between a merchant and a plan. 

Recently, a prominent British 
shoe manufacturer came all the 
way over to a little Pennsylvania 
town to study the Concentration 
Idea in practice, in the store, and 
by that token, J. O. Moore now 
rates a world-wide reputation. 

x * * 


Ys, 


AB 


je Retail Shoe Council 


of New York City, representing a 
score of the city’s leading opera- 
tors of shoe stores, issues a state- 
ment that more than $100,000 
damage has been inflicted upon 
shoe stores this year by racketeers. 

Morris Beganowitz and Morris 
Bernstein, arrested two months 
ago and charged with maliciously 
smearing acid on the show win- 
dows of the Andrew Geller shoe 
store at 525 Fifth Avenue, are 
scheduled to go on trial. The ar- 
rest of the pair, the Retail Shoe 
Council pointed out, took place at 
the peak of a “membership drive” 
by East Side racketeers, seeking 
to “organize” 20,000 retail shoe 
clerks in the city and collect $1 
from each of them weekly. 
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WORLD-TELEGRAM 


TRADES URGED 
TO PUT END TO 
PRICE CUTTING 


Now Time to Bolster Values, 
Abbott, Steel Aid, Tells 
Hotel Conference. 





Price reductions are at the root of 
the trouble today, and prosperity 
cannot be regained until there is a 
change, Charles F. Abbott, executive 
director of the American Institute 
of Steel Construction, declared to- 
day before the Hotel Business Pro- 
motion Conference at the Hotel 
Roosevelt. 

“Now is the time to bolster prices,” 
he demanded. “We must encourage 
price advances; we must stop the 
clamor for cut prices. We have had 
two years of fighting, two years of 
price demoralization. Costs have 
been disregarded, salaries and wages 
have been cut many times and price 
cutting has driven prices lower and 
lower.” 7 - 

“When business men will give 
heed to the obvious way out of their 
difficulties they will be in a better 
position to plan intelligently. When 
business men hold fast to the fun- 
damental law of profitable business 
they will become profit-minded and 
that is a long way toward the goal 
of success. There is no substitute, 
however, for individual responsibil- 
ity, and no hope of effective co-op- 
eration without it.” 


* * * 


Two Many Blind Spots 
Will Destroy an Industry 


—The Manufacturer or Retail Merchant 
who continues to price—and sell—his 
goods at cost, or at a loss, is suffering 
either from blind spots or else from acute 
mental derangement. 


—There are two groups today that are 
principally responsible for the fact that 
industry is rapidly approaching a dead 
center—the incompetents who are cut- 
ting prices through ignorance, and the 
scavengers who are wrecking industry 
through criminal irresponsibility. 


—We are right now facing the most critical 
point of our economic life; we are offered 
the choice of quickly putting our house 
in order and insisting on and getting at 
least a living margin of profit for our ef- 
forts and risks, or of suffering a complete 
financial collapse. For the failure of the 
individual business, if multiplied, means 
eventually the failure of an industry. 


—There is one alternative that may be 
forced into the picture—an absolute 
government control of price-making and 
production, and surely we do not want 
to be forced into this dangerous arrange- 
ment. 


—it is possible, of course, to avoid all of 
these deadly consequences. There is no 
logic in the theory that we must sink 
into complete economic oblivion. This 
mess in which we find ourselves was 
caused by man’s indiscretions and it can 
be corrected by man’s experience and 
wisdom acquired therefrom. 


—To my mind, the first step towards normal 
economic recovery is a re-valuation of our 
goods and services for human needs. A 
profit can still be made, and when this 
is done the upward trend will be definite 
and constant. 


—The best minds in all industries are think- 
ing and working along this line. 


» ee ee 


President. 


Cn Ashton 


has on the walls of his store, in 
Salem, blueprints showing the 
bones, muscles and nerves of the 
feet. A customer came in the 
other day, and, as she was being 
fitted, her eyes studied the blue- 
prints. Suddenly she exclaimed: 


Ss 


Ef-ell . 
Og 


“Is it a complication like that 
which you are fitting? Have a 
care, Mr. Ashton. Have a care. 
I haven’t hoofs. What’s the big 
nerve on that print? If I’ve one 
like it in my foot, I know what 
hurts me when I walk.” 
x * 


B. C. McNiven 


of the Wolff Store, Windom, 
Minn., interests us in an advertise- 
ment, ten inches by two columns, 
stating : 

“YOU CAN DO YOUR 
SHARE—Being imported into 
the United States today are lines 
of rubber footwear so priced that 
American workmen cannot com- 
pete with them. This merchandise 
is made in Japan and Czechoslo- 


‘ vakia under labor conditions so far 


below our American standards that 
some lines of tennis shoes retail 
here in the U. S. as low as 24c. per 
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pair. Are you, the American buy- 
ers, willing to buy and use this class 
of merchandise? We believe not. 
Are you willing to buy goods made 
under labor conditions where the 
workmen earn only 2c. to 3c per 
hour in comparison to our Amer- 
ican wage sccale based on Ameri- 
can standards of living? We be- 
lieve not. Are you, by buying this 
type of goods willing to be a part 
in throwing thousands more Amer- 
ican workmen out of work? We 
believe not. THEN, when you buy 
rubber footwear be sure to ask— 
is it made in America? IF NOT, 
REFUSE IT. You, the American 
buying public, can throttle this 
merchandise before it ever gets a 
hold by refusing to buy goods made 
under these conditions. When you 
buy rubber footwear, buy some 
well-known American brand and 
refuse cheap, inferior 3c. hour 
labor Asiatic goods.” 


* * * 


& & 
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Stanley King 


has been inaugurated president of 


Amherst College. The exercises 
were observed with interest by 
many shoemen throughout the 
country, for rare indeed is such an 
honor for a former member of the 
shoe industry, and many today can 
recall their meetings with “Stan” 
King, when the latter was a mem- 
ber of the W. H. McElwain Shoe 
Company. With his new honors 
go thé best wishes of his legion of 
friends in the retail and manufac- 
turing field. 


Plemy G. Knight, 
chief of the Bureau of the Depart- 
ment of Agriculture, has discov- 
ered and developed several natural 
sources of tannin. There were 
more than 250,000 cords of hem- 
lock bark on logs cut for lumber 
in Washington and Oregon alone 
in 1930, Knight said.. There is 


little question of a reasonably high 
content of desirable tannin in this 
bark. Four large trial lots of 
bark, of about 20 tons each, are 
now being collected for use in ob- 
taining significant data on the best 
methods of handling and curing, 
on costs and on other origin fac- 
tors. 

These lots, Knight said, will be 
processed commercially into sev- 
eral types of tannin extracts to ob- 
tain further data on production and 
costs and of determining and dem- 
onstrating, on a large scale with 
tanners, the comparative merits 
and value of this waste bark and 
its extracts. 

The bureau is also continuing 
its work of correcting poor prac- 
tices of skinning and curing hides 
among butchers and dealers. The 
object of this work, Knight said, 
is to improve the quality of hides 
and skins so they may reach the 
tanner in the best condition. 


* #* * 


A salesman’s guess 
for 1933! Sales of shoes will 
show largest gains in rural regions, 
and the same may be true of other 
staples. So expect to sell more 
service styles, farm shoes, work 


_shoes and certain sport types, too. 


Farm population is now what it 
was in 1910. Aside from the fa- 
miliar movement of people from 
city to farm, there is also the move- 
ment from the city to the suburbs, 
small towns and villages, made 
possible by the automobile and the 


t 
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New Clerk: 


short work week. It’s cheaper to 
live on a farm than for many a 


year. 
* * 


dd 

Patsy” Colella, 
of Colella & Leighton, Lynn, ar- 
rived in New York, for the big 
show, with 250 samples sloganed : 
“Art Preferred.” He goes on to 
say: “Ordinary values are just 
ordinary. Shoe life is common- 
place without art, just as social 
and economic life was just ordi- 
nary, even lowly, until the sculp- 
tors of ancient Greece and the 
painters of early Rome came along 
with their masterpieces. If we're 
to have finer styles, as well as finer 
shoemaking and shoe merchandis- 
ing, we must have more master- 
pieces in footwear.” 


* * * 


4d 
W. know what 


we don’t know” said a recent ad- 
vertisement of the Walsh Arch 
Preserver Shops in Boston. “I 
tell my salesmen,” said William J. 
Walsh in discussing the advertise- 
ment, “that when they run across 
a radically abnormal foot condi- 
tion, they recommend that the cus- 
tomer consult a physician. We 
duck the possibility of our shoes 
being blamed for a_ condition 
which no shoe could correct un- 
aided. We render a real service 
in an honest way; and nine times 
out of ten that customer comes 
back to us, after treatment, for 
the needed footwear.” 


HUNTER “?* 


“So you're the wife of the local fire chief? | presume then you'll want 


something in a pump!” 
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Seasonal Opening Inaugurates “Twin Springs” 


Buyers “on Their Toes” to Serve Public “on Its Feet” 


A conservative show with a background 
of moderation in keeping with the times gives, in a 
short sentence, the true picture of the National Sea- 
sonal Opening conducted by the National Boot and 
Shoe Manufacturers’ Association, December 6 to 9, 
at the Commodore Hotel, New York City, 

One significant change of policy in buying came 
out of this show which indicates an improvement in 
the mood of industry. Buying was on this basis: 
The center of the price range was determined. From 
this point the shoes were bought first to the lowest 
level, then to the highest price range. In other 
words the buyer centered his business at $6.00. He 
would do market hunting for values down to $2.95 
on one day so that on the next day he could buy his 
shoes from $6.00 up. This was the policy, radically 
different in practice from the National Seasonal 
Opening of a year ago. In November, 1931, the 
buyer’s complete attention seemed to be directed as 
to how cheap he could buy shoes. He would go 








heavy on that low spot and then endeavor to reconcile 
his running stock with limited purchases all the way 
up to his top level. 

This week’s show was strong on the center piece— 
that section of each store’s business that will carry 
the load for the twin Spring business ahead. What 
conservative buying was actually booked at the show 
was for January, February and early March retailing. 
There was practically no interest in hurdling these 
months in buying sandals and novelties. The second 
Spring season of late March and April is still in the 
“wood.” 

Outstanding was footwear of special purpose 
features. It was most evident in a coverage of five 
floors of sample rooms that every line had talking 
points indicating the consideration of foot health. 
A large proportion of the shoes of the early Spring 
season will be built around the idea “the public is. 
walking.” 

The: newest corrective shoe was the hot point of 
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Wage Maker for a Shoe Maker 





interest in the entire show. Negotiations were in 
progress with one firm for an initial stock of $500,000 
which if concluded will certainly justify the captioa, 
“Every Order Placed Early Is a Wage Maker for a 
Shoe Maker.”” This new shoe is only one of a number 
quickening buyers’ appreciation of publicity talking 
points for a fitting shoe year ahead. A new line of 
children’s feature shoes, carrying a principle of con- 
struction formerly used in both women’s and men’s 
shoes, also scored heavy interest by buyers. 

An early sport shoe season is in the making and 
virtually every line in the show revealed types of 
leather in the trend of the trench finish. Some more 
snappy, others modified, and leathers as smooth as 
suede. These early Spring sport shoes, in their soft 
brown colors, were fashioned in two-tone combina- 
tions, perforations, ventilations and in most cases 
carried the new leather thong lacing. 

The industry now offers shoes to retail from $1.00 
up but there was no stampede towards the “low price” 
sample room because the majority of buyers, through 
one year of bitter experience, realize that price volume, 
with its low profit per pair, might make a busy store 
but it also made red ink. The serious minded buyer 
interested himself first in “how will these shoes wear 
and can I maintain a legitimate profit?” 

Now for the personal side of the show. It was 





a ee 
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well attended. Principals from the exhibiting firms 
were on duty and heads of houses were demonstrating 
their abilities as shoemakers. The financing executive 
seems to be out of the picture. One thing can be said 
for this show: it had no sour note of pessimism. It 
revealed a very brave front of a service industry in- 
tensely interested in doing a good job from every 
angle. It had its comedy relief in the industrious 
individual who rode up and down in elevators stepping 
on toes, thereby making business by high pressure. 

One manufacturer’s observation packs a point of 
truth. He said: “This is a looking show and all my 
samples have been inspected and familiarized. No 
real orders resulted but some good-will can be credited 
as a by-product. Now I have to go ahead to create 
a brand new line of samples for the January show, 
for I’m quite sure that the same buyers will expect 
to see something new in my showing a month hence. 
I, for one, hope that when another year rolls around 
we can have one show and one line of samples.” 

Interest in new samples was not limited to the 
Hotel Commodore showing but favorable reports 
came from the Marbridge Building, The McAlpin, 
The New Yorker, The Pennsylvania, and Jack Beaver, 
of the Hotel Edison, reported 226 lines on display. 
It was shoe-time in New York and friend-making 
time everywhere. 
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ROGER A. SELBY 


President 


National Boot and Shoe Manufacturers Association 
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Manufacturers 


“rr has been my observation for some 
time past that consumers are becom- 
ing wise to shoddy merchandise, and 
especially to shoddy shoes. Our Associa- 
tion represents manufacturers in different 
grades, serving as many planes of purchas- 
ing power; and for many years there have 
been honest values in different grades of 
shoes. The point | would especially em- 
phasize is that extravagant claims in adver- 
tising, especially in comparative price 
advertising, where unreasonable statements 
are made, have in my opinion resulted in 
many consumers being led, through bitter 
experiences, to a realization of the fact 
that a high-grade product containing the 
best materials, best workmanship, exclusive 
design, and marketed with maximum serv- 
ice and attention, cannot be duplicated.at 
the. ridiculously low prices featured during 
the past year.” 
—President Selby. 


At the left: J. Otis Ball, managing di- 
rector of the National Boot and Shoe 
Manufacturers Association; 
Harold C. Keith, Chairman of the Com- 
mittee on Resolutions and Amend- 

ments 





Squeezing into the brief space of 
one short hour the actual business of its 29th convention, the National 
Boot and Shoe Manufacturers Association met at the Commodore Hotel, 
New York, on Monday of this week. President Roger A. Selby read the 
president’s address and Jay O. Ball made his report as managing director 
of the Association. The business session was followed by a conference 
on spring styles. Harold C. Keith read the report of the resolutions 
committee, which contained the names of those members who died during 
the year. In the absence of J. Franklin McElwain, chairman of the 
nominating committee, this committee’s report was also made by Mr. Keith. 

With the sixty minute business meeting disposed of, there followed 
the visual and vital session of the afternoon’s activity, which included an 
elaborate presentation of footwear and coordinated fashions. Frank A. 
Garside, chairman of the Style Conference of the Association, took charge. 
He presented a number of outstanding speakers who discussed style and 
its relation to footwear. 

The first speaker at the opening business session of the convention was 
President Roger A. Selby, who in a very studied report of the year’s 
activity of the association, recited a number of pertinent developments 
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Meet in 29th Annual Convention 


1933 OFFICERS ELECTED 


President, Roger A. Selby, Selby Shoe Co., Portsmouth, Ohio. 
Managing Director, Jay O. Ball, 2812 Chrysler Building, New York. 


Vice-Presidents, Harry G. Johansen, Johansen Bros. Shoe Co., St. Louis, Mo.; 
F. L. Emerson, Dunn & McCarthy, Inc., Auburn, N. Y.; George Miller, 1. Miller 
& Sons, Long Island City, N. Y.; J. R. Garside, A. Garside & Sons, Long Island 
City, N. Y.; William G. Dodge, Dodge Bliss & Perry Co., Newburyport, Mass. 


Secretary, Ruth S. Freeman, 2812 Chrysler Building, New York. 
Treasurer, E. S. Gerberich, Gerberich-Payne Shoe Co., Mt. Joy, Pa. 


Directors for Three Years—Charles Ault, Ault-Williamson Shoe Co., Auburn, 
Me.; Walter J. Booth, Walter Booth Shoe Co., Milwaukee, Wis.; F. L. Butter- 
worth, Marion Shoe Co., Marion, Ind.; A. W. Donovan, E. T. Wright & Co., 
Rockland, Mass.; Arthur L. Evans, L. B. Evans Sons Co., Wakefield, Mass.; 
Murray D. Fine, Premier Shoe Co., Inc., Long Island City, N. Y.; Buford H. 
Jones, Dunn & McCarthy, Inc., Auburn, N. Y.; John S. Kent, Jr., M. A. Pack- 
ard Co., Brockton, Mass.; George Laird, Laird Schober & Co., Philadelphia, 
Pa.; F. 1. Sears, Bates Shoe Co., Webster, Mass.; James E. Wall, Wall, 
Streeter Shoe Co., North Adams, Mass. 


Directors for Two Years—George E. Manley, E. P. Reed & Co., Rochester, 
N. Y. 


Chairmen of Committees—Style Conference, Frank A. Garside, A. Garside 
& Sons, Long Island City, N. Y.; Trade Relations, R. V. McNamara, Gorevitz 
& McNamara Co., Haverhill, Mass.; Legislation, Everett Bradley, Bradley- 
Goodrich Co., Inc., Haverhill, Mass.; Membership, Harry G. Johansen, Johansen 
Bros. Shoe Co., St. Louis, Mo.; Resolutions, Harold C. Keith, George E. 





Keith Co., Brockton, Mass. 


which the organization had to deal with and called at- 
tention to several conditions with which it will be 
confronted during the coming year. His speech in 
part is as follows: 

“Last year at our Annual Meeting, my remarks 
upon the state of the industry were in a somewhat 
pessimistic vein. While at that time, shoe production 
figures were being given out by the Department of 
Commerce showing an increase in pair production 
over the previous year, and various statistical services, 
economists, and financial editors were prophesying 
a return of prosperity and pointing to the increase in 
pair production in the shoe industry as a prominent 
sign indicating the advent of good business, etc., I 
felt that it was my duty to mention that the pair pro- 
duction did not, in the judgment of our association, 
reflect an improvement in conditions in the shoe in- 
dustry. 

“In fact, it was clear to us, even a year ago, that the 
increase in pair production did not represent a satis- 








FRANK A. GARSIDE 


Chairman, Style Conference Committee 


factory dollar volume; and in our opinion, although 
no comprehensive statistics were available as to dollar 
volume, and we were judging mainly on the basis of 
such information available to the Association on the 
dollar volume of its membership, there was actually 
a decrease in the dollar volume, and also in the ag- 
gregate amount available for wages and_ profits. 
Furthermore, while 1932 started off with a higher 
production than 1931, this slight initial gain has since 
been lost, and 1932 finds the shoe industry showing 
a loss in volume compared with last year. This loss 
is 9 per cent in pairs, and we know the dollar loss is 
much greater. There is yet no encouragement to be 
found in that direction. 

“Also a year ago I attempted to draw attention to 
the price complex existing in the industry. While it 
was true that other industries were suffering from a 
similar condition, it appeared to me, both from my 
own contacts and study of general business conditions, 
that the shoe industry as a whole, both manufacturers 
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and retailers, were perhaps suffering in a more ag- 
gravated form from a scramble to cut prices, to offer 
lower and still lower prices, than other industries 
with which I was acquainted. 

“This year I am pleased to note what I believe 
are a few more favorable indications, although our 
troubles are far from being behind us. I am not 
of the opinion that any enforced enthusiasm or 
optimism or any few words or brilliant slogan will 
solve our problems. Even conceding that the depth 
of the depression has been passed, consumer pur- 
chasing power will not immediately result, or the 
wheels of industry turn again at maximum speed 
after the difficult period we have been through, 
until we have corrected wrong thinking and wrong 
procedure. 

“Here, however, is the favorable sign. It has 
been my observation for some time past that con- 
sumers are becoming wise to shoddy merchandise, 
and especially to shoddy shoes. Our Association 
represents manufacturers in different grades, serv- 
ing as many planes of purchasing power; and for 
many years there have been honest.values in dif- 
ferent grades of shoes. The point I would espe- 
cially emphasize is that extravagant claims in ad- 
vertising, especially in comparative price advertis- 
ing, where unreasonable statements are made, have 
in my opinion resulted in many consumers being 
led, through bitter experiences, to a realization of 
the fact that a high-grade product containing the 
best materials, best workmanship, exclusive design, 
and marketed with maximum service and attention, 
cannot be duplicated at the ridiculously low prices 
featured during the past year. 

“Many reports have come to me from our own 
salesmen and customers, and from other members 
of our Association, that strictly price shopping is be- 
ginning to wane.-.In-other words, I believe during 
this period of depression through which we have been 
passing, consumers have discovered, especially in the 
shoe business, that however lurid the appeal of the 
advertisements they cannot in plain words “get some- 
thing for nothing.” This is a happy improvement. 

“If I have not misjudged the attitude of the con- 
suming public, especially in connection with footwear, 
there is a change, as a result of disappointments, and 
consumers have come to realize that no shoes are bar- 
gains which are poorly made of inferior materials, 
which do not fit, quickly lose their shape, cause dis- 
comfort and sometimes even affect the health of the 
wearer. As a result of sad experience during the low- 
price era to which I have referred, the buying point 
of view has been definitely improved. Last year I 
mentioned the fact that retailers were constantly em- 
phasizing, in their buying, the question of price. This 
condition was not primarily of the retailers’ making, 
but was forced upon them by consumers, who, seeing 
the extravagant low-price advertisements of com- 
petitors, were constantly pressing the retailer for 
lower prices. 

“Today I believe there is more emphasis placed 
upon what the consumer secures in return for what 
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he pays. There is just as much close buying done; 
but instead of hearing so much about how much 
cheaper he may be able to buy, we now hear that 
buyers can get something better somewhere else. 
I do not doubt that the low price complex of the 
past year or two has forced many manufacturers 
to forego part or all of their profit in an ineffectual 
effort to maintain volume and meet the demand of 
consumers and retailers. There seems to be a dif- 
ferent buying attitude now, with the public more 
susceptible to advertising which stresses value and 
quality. It is definitely in the interest of each 
member that he promote and encourage this trend 
to better merchandise. All of which I believe indi- 
cates a more healthy trend for our industry—an 
opportunity to manufacture and sell at a profit; and 
better values and satisfaction for consumers. 


“If it is true that the accent is becoming more defi- 
nitely placed on what is secured for the money, rather 
than on price alone, the shoe industry should be able 
to recover more quickly than other industries where a 
longer time elapses between the purchase of raw ma- 
terials and the time the product finally reaches the 
consumer. It may, however, be some time before a 
changed attitude in consumer-buying will be reflected 
in a definite way in dollar volume, in wages, or in 
profits. 

“The period through which we are passing has 
not been without some valuable gains. Adversity- 
is a great teacher. Economies have been effected, 
more concentration has been given to the develop- 
ment of proper policies, to the elimination of ex- 
travagance and waste, and to more intensive work; 
and I believe, especially in coping with problems 
of distribution, our industry is probably in better 
condition fundamentally than last year. Dealers’ 
stocks as a whole are in a relatively healthy condi- 
tion. I believe that both manufacturers and retail- 
ers have cut costs, reduced inventories and gener- 
ally have improved their methods.” 


Managing Director Jay O. Ball read his report on 
the routine work of the Association during the year. 

With the business portion of the convention com- 
pleted the meeting turned its interest toward that sec- 
tion of the program emphasizing style. This was under 
the direction of Frank A. Garside, chairman of. the 
Style Conference of the manufacturers’ group, who 
planned and prepared the constructive forum, which 
included in its discussion both men’s and women’s 
footwear. 

With the exception of one speaker the entire ses- 
sion concentrated upon the style trend of feminine 
fashions—footwear and otherwise. A gamut of the 
style realm was engagingly described by a number of 
authorities, closing with a presentation of models 
correctly coordinated from top to tip. A fashion- 
logue accompanied the mannikins was the interpo- 
lation of Alma Archer, editor, United Press, Style 
Chats. 

One of the many encouraging statements brought 
to the convention was that of Frank A. Garside, who 
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said it was his opinion “that the public was slowly 
learning that extravagant advertising phrases do not 
improve the service of the shoe.” Continuing, he 
further declared “that the tremendous wave of price 
resistance that has swept this country ever since the 
beginning of bad times is beginning to recede.” 

In his welcoming remarks attention was called to 
the fact that this was the first style conference con- 
ducted under the sole direction of the National Boot 
and Shoe Manufacturers Association. 

The address of Mr. Garside follows: 

“One of the most common questions that will be 
heard during the next few weeks, wherever retailers 
and manufacturers meet, will be, ‘What is good for 
Spring?’ The purpose of this meeting is to answer 
that question with authoritative style information, so 
that the manufacturer may be able to confidently ad- 
vise his customers. Likewise, the retailers present 
will view a clear picture of the types of costumes he 
will be called upon to complement, so that he may plan 
his Spring stock accordingly. 

“During these bad times, with stores throughout 
the country attempting to retrench, retail budgets have 
been curtailed to a point that makes buying a stock 
of shoes for the new season quite a problem. But 
regardless of his reduced stock, the shoe merchant 
must attempt to cover the varied demands of his 
clientele as never before, for sales just cannot be lost 
with business in its present condition. Every shoe 
bought during these times must fill a certain need in 
its price field and should not conflict with or dupli- 
cate companion styles. There just is not room today 
for shoes that are unfashionable, and thus unsalable. 

“To my mind correct styling has ‘never been more 
important. It is the very first fundamental that must 
be considered by both the factory and the retail store. 
The factory whose Spring shoes do not follow the 
correct fashion trends will suffer severely, but it is 
also true that the one with merchandise of proper 
types and colors may secure even more than its share 
of existing business. Likewise, the public will not 
patronize a store whose shoes do not complement 
the fashions that she has purchased from her dress- 
maker or milliner, but is quick to realize where smart 
shoes may be bought. 

“We must realize that the shoe today is more than 
ever an accessory to the complete ensemble, and that 
its purpose is to complete the costume. The shoe 
industry must keep pace with the dressmakers and 
milliners who are ever promoting new fashions that 
force last season’s models into the discard. It re- 
mains for each individual to make his own interpre- 
tation of the available style information. When the 
retailer is building his new shoes I cannot stress too 
strongly that he must keep in mind the remainder of 
the fashion picture. 

“There is no doubt but that the buying public today 
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has become smarter and more careful in making their 
purchases than ever before. Not only are they more 
fashion-conscious, but their reduced budgets have 
brought them to more careful consideration of the 
actual value of the article before making their selec- 
tion. I do not mean to say that men and women 
are becoming shoe experts, but I do believe that they 
are aware of the store that has given them a true 
value, no matter what the price. The store that has 
followed the honest principle of dollar for dollar 
value will continue to hold its customers. So many 
establishments, both retail and wholesale, anxious for 
more volume, have greatly exaggerated the real worth 
of their merchandise. This only leads to a loss of 
confidence of its customers, which very readily re- 
flects in business figures. 


“I firmly believe that the tremendous wave of 
price resistance that has swept this country ever 
since the beginning of bad times is beginning to 
recede. The public is slowly learning that extrava- 
gant advertising phrases do not improve the service 
of the shoe. It is learning that it may expect to 
buy the same grade of merchandise as it formerly 
did at a retail reduction of approximately twenty 
per cent. A greater percentage than this just does 
not work out satisfactorily, and I am glad to hear 
reports to this effect from all over the country.” 


As the sole speaker on men’s style, Oscar E. 
Schoeffler of the style staff of Men’s Wear pre- 
dicted the new drape suit for Spring will have a 
marked effect upon shoes. They fall into two classes 
—first the English custom last which is one of square 
toe and not very wide. The other is the American 
custom last which is a very pointed toe and rather 
wide in the center. The straight tip toe will be very 
popular. Wing tips will continue to increase. 

Brown suits will be worn, but gray will be the most 
popular color. “It appears that certain shades of 
reddish brown will be very strong,” said Mr. Schoef- 
fler. “The reason that it will be the smartest color 
is that some of the best-dressed men who patronize 
the leading bootmakers and tailors have been wear- 
ing these shoes for quite some time. It appears that 
the time is right for promotion of these shoes.” 

Bringing the very latest information regarding 
fashion in footwear and wearing apparel, Mrs. Ray- 
mond Ives, fashion editor of Vogue, in her address, 
“Spring Forecast,” introduced new and fresh evi- 
dence concerning the style picture. Many early sea- 
son prophecies were confirmed in her comprehensive 
discussion of fashion. Being of pronounced interest 
to shoe men, Mrs. Ives’ address will appear in full 
in an early issue of the RECORDER. 

Fashion fact and source of fashion, together with 
its analysis and use by both retailer and manufac- 
turer, were told in an absorbing manner by Ruth E. 
Waltz, editor of Breath of the Avenue and fashion 
director of Felix Lilienthal & Co. 
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Spring 


High effects fea- 

tured in the oxford, 

the eyelet tie, the 

new ghillie, the step- 
in pump 


More closed-up 

sandals for evening, 

with the broad T- 

strap emphasized for 
day wear 


The evening oxford 
in formal fabrics, a 
new idea derived 
from the shoe worn 
with fashions of the 
Victorian era. 


Drawings by courtesy of World-Telegram, New York 




















A: the Spring Style Conference of the 
Boot and Shoe Manufacturers Association, Dec. 5, at the Hotel Commo- 
dore, the final feature of the program was a Fashion Show staged by Mrs. 
Alma Archer with the cooperation of the Lucinda Shop and a group of 
manufacturers. The promenade was opened by a small white kid, heard 
bleating off-stage and led protesting down the runway! Then came the 
costumes and their appropriate shoes, with colorful comments from the 
platform. The highlights of these ensembles (reading from top to bot- 
tom of the panels) are given on the opposite page. 


1. WHITE KID SANDALS, with embroidered perforations, appeared 
with an electric green cocktail pajama and a “pop-up” cigarette case in 
the same white kid as the shoes. This broad, T-strap shoe with the medium 
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Footwear Fashion Show In Print 


A Review of the Ensembles Shown 





at the Manufacturers’ Seasonal Opening 


By RUTH HARRINGTON 


heel was mentioned several times in the course of the Conference. The 
new Dunhill case that releases one cigarette at a time at the touch of a 
spring, is a good accessory gadget for shoe stores. 


2. CORE CLOSED-IN SANDALS FOR EVENING, “no longer 
showing everything but the conscience,” completed a pastel satin dress 
with brown organdie cape from Maggie Rouff. A concerted effort is 
being made to promote this type of slipper with smaller and fewer 
cutouts. 


3. A SOLEIL FELT SHOE in a stitched monk effect was sug- 
gested as a new choice for gray, a difficult color to handle in smooth 
leather. It was worn with Schiaparelli’s two-tone gray woolen suit 
that shows the tendency to combine several shades of gray and adds a 
touch of contrasting color as well. 


4. LIZARD AND CALF COMBINED in a tailored pump. This 
use of leathers for Spectator Sports shoes was put forward as a fol- 
low-up to the tailored suedes of the current season. Its partner on the 
runway was a raincoat in white crinkled crepe—a costume type in the 
limelight since “fifty thousand persons proved themselves insane” by 
watching the Yale-Harvard game, the wettest contest in history! 


5. MESH IN NAVY TRIM, a Spring alternative to the all-leather 
navy shoe. The costume consisted of a navy kash coat (a revival in 
woolens) with a dress in one of the “delicious and dizzy” red-pinks, 
a light American beauty crepe. It was pointed out that the light mesh 
fabric shoe was particularly appropriate with such an ensemble of soft 
wool coat and light colored dress. 





6. BLACK KID AND PATENT in a pump with gypsy toe effect. 
This completed one of the exotic print ensembles that will serve for 
afternoon and informal evening wear throughout the Summer. An- 
other costume (not shown in the sketches) also brought out the new 
possibilities of patent leather in an ensemble of velveteen with patent 
leather bow, hat and matching patent oxfords. This use of shiny trim- 











mings is new and important in the Spring picture. e 

In cables read at the show 
7. THE OXFORD WITH BOLD PERFORATIONS, a smart rage er en 
way of lightening the simple oxford so essential to Spring tailored out- ee fancy and pale 
fits. In brown Norwegian calf it was worn with a plaid suit. Checks idle eee ah pry 
and plaids in clothes were stressed. “The only checks to avoid this -__ pumps with cut-out 
: ” ronts, or tricat - 
Spring are rubber ones. é work just shee (ate with 
thread - like - contrasting 

8. A NEW GHILLIE. This shoe, a cross between the Prince of Color.” - 


[TURN TO PAGE 48, PLEASE] © ty ° 
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A Simple Answer to “Technocracy” 


ly the November 1932 issue of 
the “New Outlook” appeared an article—‘‘What is 
Technocracy?” It is a severe indictment on the ma- 
chine age but presents no path to solution. It has 
been reprinted far and wide and is worthy of our 
answer. The conclusions presented therein are that 
the machine age has defeated us, that the “price” sys- 
tem is doomed and that “we are faced with the threat 
of national bankruptcy and perhaps general chaos 
within 18 months.” 

“A shoemaker of ancient Rome took five and a half 
days to make a pair of shoes. The 7,200 shoemakers 
in the Shoemakers’ Guild of Roman days would make 
only 7,200 pairs of shoes in five and a half days. The 
same number of employees in a modern shoe plant in 
tive and a half days would produce 595,000 pairs of 
shoes. But for whom?” 

The alarming statements made in this article have 
attracted more attention than similar dismal prophecies 
which have been manufactured in quantities during 
the past three years and which seem to be symtomatic 
of all depressions. One reason for this is that there 
is a wide public interest in the “New Outlook” be- 
cause of Alfred E. Smith’s acceptance of its ‘editor- 
ship. Another reason is that the reader may be led to 
believe that the opinions expressed are those of a large 
and representative body of typically conservative engi- 
neers who started with open minds to examine facts 
and who arrived, with engineering precision, at their 
conclusion that, willy nilly, we are all going to pot. 

“Techocracy,” in case you do not know this already, 
is not a word defining a general state of technological 
development, but is a “trade name” adopted by a small 
group of engineers and professors having head- 
quarters in “Greenwich Village” in New York City 
and desk room at Columbia University. According 
to the letterhead of this group, it is “Dedicated to the 
Design of Greater America.” 

Let’s go back to the quotation! “One shoemaker 
in the Roman period made one pair of shoes in five 
and a half days. One shoemaker today makes 82 
pairs in five and a half days.” The layman’s conclu- 


sion to this unqualified statement is that in 2,000 vears 
mechanization has speeded up productivity per man 
eighty times. 

Another example is given in pig-iron production. 
“One man, working one hour can do what it took him 
650 hours to accomplish fifty years ago.” In this 
case, mechanization has speeded up productivity per 
man 650 times in a half century of making pig iron. 

Another quotation! “In agriculture, one man can 
do in one hour what he required 3,000 hours to accom- 
plish in 1840.” ; 

All three of these are pretty unqualified statements 
which must be interpreted as meaning that general 
output has been speeded up eighty times in the case of 
shoes, 650. times in the case of pig iron and 3,000 
times in agriculture—all due to technological ad- 
vances. As a generalization, this is utterly ridiculous. 
We might make generalizations with more basis of 
truth. Take, for example—cotton, the king crop of 
the South and Southwest. Outside of the occasional 
use of a tractor, the great bulk of this crop is today 
raised and picked by methods identical with those em- 
ployed in 1840. Agriculture, in fact now in sorer 
straights than her sister, manufacturing, has experi- 
enced less mechanization than other industries. 


I; might be timely to present 
some actual facts as contrasted with half truths and 
theories for the attention of those who have been dis- 
turbed by the sophistries put forth as cure-alls for 
humanity’s ills. Let us look at the picture of employ- 
ment as a whole and see what the machine has done to 
it during the past thirty years—for the manufactur- 
ing wage earners of industry represent but one-fifth 
of our total number of breadwinners in all occupations. 

In 1900, there were 383 breadwinners in the United 
States for each thousand of population. These in- 
cluded all “gainfully employed” in all lines of indus- 
try, agriculture, business, professional service, domes- 
tic and public service, etc. 

[TURN TO PAGE 42, PLEASE] 
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% but Mr. Robinson 


Y is out of town.” 


F YOU were to drop in at Auburn to see Mr. Robinson, you’d 

be taking a chance on finding him out on the road. Other ex- 
ecutives would be on hand supervising production, shipping, 
designing—and all of the other hundred and one details of mak- 
ing shoes—but Mr. Robinson would probably be away. 

There’s a good reason why the President of our company keeps 
his hands in selling shoes and contacting dealers. He realizes that 
this close contact keeps him abreast of changing trends. 

He wants to make sure that True Step Shoes are right from 
the dealers’ standpoint—that they can be sold at a profit and 
bring repeat business. In short, he wants to keep up with dealers’ 
needs, their desires, and realizes that the best way to do so is to 
talk with the dealers. 

Personal Service—that’s the keynote of our business. And that’s 
why Mr. Robinson is often on the road. 


ROBINSON-BYNON SHOE CO. 
Auburn, New York 


eTRUE STEP. 


$4.00 and $5.00 






Shoes for Women 








When writing advertisers please mention Boot and Shoe Recorder 









































THE COLUMBUS DISPATCH 











Doctor’s Skill Brings Shoe Order 











HAT manner of man is this 

who can sit on a swivel 

chair on his front lawn 
in Canada and cause a Columbus 
industry to sit up and smile? 


The man is Dr. W. M. Locke. 
He lives at Williamsburg, On- 
tario, Canada; he is a foot spe- 
cialist by profession, a graduate 
of medicine, with an M. back 
of his name; a country doctor who 
just happens to have made a spe- 
ialty of foot defects and how to 
cure them. Today, he is so wealthy 
he doesn’t know his real wealth. 
His patients come to him from 
every state in the Union and from 
every province in Canada and, they 
really do come to him. He visits 
none of them. So many of them 
have come to him from America 
that it was necessary for him to 
establish some American facility 
for the manufacture of the shoes 
that he designs to cure his patients 
of defective feet. 


ND thus came about the re- 

cently completed contract 

with the Julian & Kokenge 
Co., shoe manufacturers, 280 South 
Front street, for the exclusive 
manufacture in this country of 
Dr. Locke’s shoes, trade named the 
Lockwedge. 


Nearly three years ago, a young 
man from Buffalo, N. Y., who just 
happened to be in Canada trying 
to recuperate from a long siege of 
sciatica rheumatism, went to Dr. 
Locke, because he was the village 
doctor. Locke requested him to 
reméve his shoe and after ma- 
nipulation of the bones of his feet, 


which required 20 seconds, the doc- 





tor dismissed him and charged him 
$1. The man obtained relief from 
his sufferings and he told others 


about it. Then he told a news- 
paperman who wrote a story about 
a “cure” that had been effected in 
20 seconds for a man who had long 
been a sufferer. 


Today, the Julian & Kokenge 
Co. has in its possession a list of 
the names and addresses of every 
resident in America who has been 
treated by Dr. Locke and the pages 
of this list are stacked two inches 
deep. Every state is represented. 


VERY one of these Ameri- 

cans has been to Dr. Locke 

and had a 20-second manipula- 
tion of the bones of their feet 
and paid him $1 for the service 
—if they had the dollar. If they 
told him they didn’t have it, it 
was okeh. If they offered him a 
nickel more than that, he re- 
fused it. 


After a while, Dr. Locke saw 
need arising for a corrective shoe 
for his patients. He designed such 
a shoe and turned it over to the 
village shoemaker in Williamsburg 
to manufacture. He told the 
cobbler, after he had approved the 
design, to make them as fast as 
he could and be ready to sell them 
when the doctor sent his patients 
to him. So, today, there stands 
near the residence of Dr. Locke, 
a remodeled barn, wherein this 
cobbler has several clerks at work, 
busy day in and day out, pushing 
shoes across the counter to the al- 
most continuous stream of Dr. 
Locke’s patients. 


Dr. Locke has no financial in- 





terest in the sale of these shoes. 
He is concerned only that they 
are manufactured according to his 
design and, until the Julian & 
Kokenge contract was made, the 
shoe never was manufactured any 
place else and never sold anywhere 
but in Canada. 


NE of the distinguished vis- 
itors at the home of Dr. 
Locke was Rex Beach, the 

author, who had suffered from 
broken arches caused by overplay- 
ing himself on the golf links. He 
obtained a treatment from Dr. 
Locke and paid him $1 for it, and 
then, was so enthused with the re- 
sults that he wrote a story for the 
Cosmopolitan magazine. Beach 
presented no argument for or 
against Dr. Locke professionally. 
He merely painted the picture of 
a phenomenal man performing a 
stupendous task of relieving this 
articular variety of suffering 
umanity. 


The Julian & Kokenge Co., in 
executing this new contract, will 
deal with the Lockwedge Corpora- 
tion of America, a firm incor- 
porated in the United States, but 
made up largely of Canadian busi- 
ness men. This company will take 
the shoes as soon as they are manu- 
factured here and wholesale them 
throughout America. 

The first order is for women’s 
shoes, and the Julian & Kokenge 
Co., of which H. N. Lape is presi- 
dent, expects equally large or 
larger orders in the future for 
men’s, boys’ and girls’ shoes. 
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Retailers Being Selected 


Che Appointment of 
THE JULIAN & KOKENGE CO. 


COLUMBUS, OHIO 














= 
to manufacture women's 
AND 


FIELD and FLINT CO. 


BROCKTON, MASS. 


> 
to manufacture mens 


LOCKWEDGE SHOES 


The Only Shoes Designed and Approved by DR. M. W. LOCKE, Williamsburg, Ontario, Canada 


has widespread interest 


Last week’s announcement told you of the This wider distribution, thru the retail appoint- 


appointment of these manufacturers of LOCK- 
WEDGE men’s and women’s shoes in the 
United States. This means that Lockwedge 
Shoes, which are benefitting thousands of your 
neighbors (and prospective customers) who 
have attended thc widely know clinic of Dr. 
M. W. Locke of Williamsburg, Ontario, 
Canada, are made readily available not only 
to them but to their friends and the millions 





ments that will be made by the Lockwedge 
Shoe Corporation of America, was endorsed 
by Dr. Locke himself after he was satisfied 
that Lockwedge Shoes, practically without 
exception, had proved successful in their pur- 
pose. Dr. Locke states “I now give my 
endorsation not only to the shoe, but to its 
wider distribution”. 


THE LOCKWEDGE SHOE bearing the 





who have heard of this “WONDER THE Trade-mark below is the ONLY 





SHOE?” in Cosmopolitan Magazine, EAWEDOE. str Ho shoe designed and approved by Dr. 
The Hearst papers and “by word DESIGNED NL M. W. Locke of Williamsburg, 





W. LOCKE 


Dr.M i 
WILLIAMSBURG,ONT CANADA Ontario, Canada. 


of mouth”, 


Retail Appointments are now being made by 


THE LOCKWEDGE SHOE CORPORATION of America 
Suite 1018-1019 Beggs Building Columbus, Ohio 


When writing advertisers please mention Boot and Shoe Recorder 
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Artistic entrance and display windows of the new store of Given Bros. Shoe Co. in El Paso, Texas. 


Making Windows Sell More Shoes 


Modernization of Store Fronts, Windows 
and Fixtures a Vital Sales Necessity 


[, these days of super-efficiency, 
selling as well as production must yield its maximum 
of potential results and the display man, like the store 
manager, is confronted with the problem of showing 
the utmost in pairs sold to justify the expenditures in- 
curred. Consequently old ideas of window display are 
being re-examined, modified and where necessary dis- 
carded so as to develop new methods more directly 
related to actual sales. Power to attract attention, 
arouse interest and gain good will is no longer the 
measuring stick for an effective display window. The 
new objective is to lead the customer into the store 
in order that the salesman may at least have the op- 
portunity to do his part. 

The merely attractive window today is rapidly giv- 


ing place to the window that actually sells merchan- 
dise or leads the customer to the point of sale. 

To provide windows that can accomplish this vi- 
tally important objective, many stores are finding it 
necessary to rebuild from the bottom up. New store 
fronts are being installed, in which the window space 
is so designed as to give the display man every oppor- 
tunity to creat the kind of windows that will make 
people stop, look and enter. 

At first thought, it might seem that these are times 
unfavorable for the incurring of the additional ex- 
penditure involved in such a program. On the other 
hand, the present is a most economical time to make 
repairs and improvements which will justify them- 
selves in increased business. Building costs and the 
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FITZ-ON HEEL TOPS 
make good shoes more 
serviceable, more satisfac- 
tory to the wearer—and 
more profitable to you. 
This tested simple method 
of replaceable  toplifts 
answers the long felt need 
for a means of keeping 
shoes shapely and neat. 








BY A RECENT .SURVEY 
women average to retop 
their heels 2!/2 times per 
pair at considerable in- 
convenience and cdst. 
With Fitz-On Tops your 
customer returns to your 
store frequently, thus in- 
creasing the possibility of 
extra sales. 











FITZ-ON HEEL TOPS 


an EXTRA SERVICE and 
EXTRA PROFIT 


Women appreciate the extra service 
and convenience of the instantly re- 
placeable Fitz-On toplift. In addition 
to greater customer satisfaction, Fitz- 
On equipped shoes bring two extra 
profits. First — you sell two extra 
pairs of toplifts for every pair of 
shoes at a profit. Second—your cus- 
tomer must return to your store for 
replacements, creating additional op- 
portunities to sell more footwear and 
accessories. 


Fitz-On Heel Tops must be accurate 


and consequently are applied only to 
Mears Wood Heels, standards for 
quality and scientific accuracy in wood 
heel turning, which certifies the 
soundness of this new device. 


The Dyer & Hall line is the only in- 
stock line of popular-priced shoes 
equipped with this revolutionary de- 


vice for increasing sales. 


Write for complete information about 
the Fitz-On Heel Top—and the Dyer 
& Hall in-stock bulletin of fast-moving 
styles. 


BEER HAL 


No. R729. Dull kid oxford, genuine 
Lizard trim and white piped 16/8 
Cuban Heel. $2.65 


No. R730. Same in brown kid, gen- 
uine Lizard trim and beige piping. 


Ne. R728. Brown kid, 
ford, Lizard trim, 19/8 Louis nel ‘ 


side laced ox- 


TO RETAIL 
$3-85 to $4-95 
IN STOCK 


AAAA to C 
1TO 9 


No. R722. Dull kid gored stepin, 
white piping and stitching, 18/8 Louis 
Heel. $2.50 


No. R723. Same in brown kid, beige 
piping and stitching. $2. 


No. R724. Dull kid pump, white pip- 
ing and stitching, 18/8 Louis or 


R725. Same in brown kid, beige 
ated and stitching. 92.45 


Coronet 





Diana 
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An effective unit display of men’s Scotch grain shoes 


arranged for the Douglas stores. Note the reproduction of 
advertisement in the background, providing a direct tie-up 
with the newspaper advertising of the same group of shoes. 


prices of new equipment are lower than they have 
been in many years, and improvements in the shoe 
store are in line with the campaign which is being 
carried on throughout industry in favor of moderni- 
zation of plant and equipment. Such improvements 
can be made now at a much lower cost than has been 
possible for many years or will be possible, perhaps, 
for many years to come. 

So if your store is out of step with the modern 
trend in layout, appearance or equipment, the present 
offers an excellent time to give serious thought to its 
modernization. 


Among the many relatively new ideas 
in display window construction that are being quite 
generally adopted, the staggered or saw-tooth window 
comes in for special consideration. This type of win- 
dow is admirably exemplified in the new store of 
Given Bros. Shoe Co., at El Paso, Tex., an illustra- 
tion of which appears at the beginning of this article. 
Among its advantages are the fact that it provides a 
greater area of close-up display space, so that the 
window shopper is better enabled to examine all of 
the merchandise at close range; the opportunity it 
affords to use a greater number of unit displays in 
which the attention is focused on a particular leather, 
color or style, and the advantage of leading the pros- 
pective customer by a series of easy steps to the store 
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entrance, from which it is only another short step in- 
side the store. 

A store front of this type is also modern and at- 
tractive in appearance, especially when the decorative 
scheme is artistic, as in the case of the Given Bros.’ 
store. 

A new Thom McAn store, on Broadway, New 
York, has gone a step farther in trying, through in- 
genious planning of its store front, to lead the cus- 
tomer into the store almost before he is aware of it. 
In the case of this store, the floor of the window is 
carried on into the store for a distance of several feet 
and the plate glass window continues on into the store, 
so that if the door is open the customer may find him- 
self actually inside the store while still under the im- 
pression that he is merely window shopping. Whether 
this arrangement may not be a bit too tricky to serve 
a practical purpose is open to argument, but it is said 
to have worked out to advantage in the store in ques- 
tion. 


The rounded display windows 
which for some years have been characteristic of the 
John Ward stores, the shallow type of window per- 
mitting a massed display of many shoes, as used in 
some of the Regal stores and various other innova- 
tions are being used successfully to produce windows 
that will attract favorable attention and help to pro- 
duce those needed extra sales. 

Many stores, unable at this time to go to the ex- 
pense of producing a new store front along modern 
lines or of completely rebuilding its window, will 
nevertheless feel the urge to get into the spirit of 
store modernization. In such cases the best mode of 
procedure is to redecorate present windows, provide 
new backgrounds, panels and fixtures in the modern 
fashion and thus create a new atmosphere within the 
limitations of existing construction. 

Pleated fabric backgrounds and hangings of du- 

[TURN TO PAGE 59, PLEASE] 
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One of the newspaper ads used by W. L. Douglas to tie up 
with their promotion of Scotch grain shoes. 
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THREAD LASTED 
STITCHDOWNS 





THREAD LASTED STITCHDOWN 


A new method of making Stitchdowns 


A new high capacity machine — G/C Stitchdown 
Thread Lasting Machine—Model B—is recommended 
for lasting with a continuous chain stitch seam. The 
use of thread in place of staples eliminates the 
objectionable feature of wire staples, which in the 
older method has interfered with the Stitchdown Sole 
Attaching seam. 





This new Thread Lasting Process used in conjunction 
with the W/C Stitchdown Heel Flanging Machine — 
Model A and the W/E Stitchdown Toe Forming Ma- 
chine — Model A provides an improved system for 
making Stitchdowns, superior in productive capacity 
and quality of work to anything heretofore available. 


_ The shoe repairer has always complained of the dif- 
U [D) ficulties in resoling staple lasted stitchdown shoes 
... and here is a method that eliminates his chief 

troubles and objections. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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BACKS MUSEBECK 














a wit se 


Standardize on 
Cran. Brande 
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aa 
MUSEBECK SHOE COMPANY 
Meris }jouble Airch {IJear Stmight Shoes 
Danville Ilinoia 
Banker Cor 
* * S056 Bik. Ruby Kid Blu. Ox. Arch Sup- So 
; port see 


nsole, 
S56 Same as above in high shoe. 
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| ARCH SUPPORT SHOES WITH STEADILY 
| REPEATED QUALITY PERFORMANCE 

















| President G-E-MUSEBECK says: 


“We have consistently adhered to the use of RUBY KID 
as standard for all black kid styles in Musebeck Arch Sup- 
port Insole Shoes. 


“It steadily persists in providing the features that original- 
ly caused us to standardize upon it.” 


H * * 
During the past 5 years Musebeck Shoe Co., Danville, Illinois, have been 


steadily increasing their production on the Musebeck Arch Support 
Insole Shoe. 


—Until now it is their principal production and specialty. 

> It is claimed for Musebeck shoes with the arch support insole that they 
straighten up a weak foot by placing the body weight on the outer 
longitudinal arch, where it belongs. 

To accomplish this purpose—a leather that is mellow and pliable is a 
prime requirement—but this leather must also be firmly textured to 
retain the foot in proper position. 








RUBY KID has proved through long continuous unvarying service to 
be ideal for the Musebeck required purpose. 


JOHN R- EVANS & CO * enn aperaia ScLouls Cincinnat! 
















Combination RB R h No. 100 Orthopedic 
S$@6@ Bik. Ruby Kid Blu. Ox. Arch Sup- "OME Mesearcn No. S070 ‘Bik. Ruby Kid Blu. Ox. Arch Sup- 


port Insole. $0170 Bik. Ruby Kid Blu. Ox. Arch Sup- port Insole. 
S60 Same as above in high shoe. port Insole. S70 Same as above in high shoe. 


EVANS LEATHER 
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Merchandising Clinics at Chicago 


N.S. R. A. Educational Department to Tackle 
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Today's Practical Retail Problems at Convention 


[, a recent analysis of 
570 cases of commercial bankruptcy the U. S. Depart- 
ment of Commerce found the major causes of failure 
to be inefficient management and the unwise use and 
extension of credit. The report also states 51 per 


Li; 


Yl, 


My 








cent of the bankrupt businesses had no accounting 
records and the accounting records of an additional 
28 per cent were inadequate for the needs of the 
business. 

It is generally recognized that the basic principles 
underlying successful merchandising are as fixed and 
unchanging as the hills, but the complete change in 
the buying habits of the consuming public within the 
past few years is making it imperative that correspond- 
ing changes be made in merchandising methods of 
retail shoe stores. 

It is evident from the condition unearthed by the 
Department of Commerce that merchandising methods 
of many retail stores have not kept pace with chang- 
ing conditions of customer demand. 

Throughout the year, the educational department 
of N.S.R.A. is putting forth its utmost endeavor to 
assist retail shoe merchants of the country in com- 
bating the serious merchandising problems which they 
are facing. 

Convention Clinics 


The good work of the educational department will 
be supplemented at the twenty-second annual conven- 
tion, Chicago, January 8, 9, 10 and 11, 1933, by three 
special sessions of merchandising clinics. 

Experience. has proven that whenever a man has a 
problem that is too big for him to handle single- 





handed the best thing for him to do is to “go into a 
huddle” with a lot of good, hard-thinkers who are 
wrestling with the same problem. That is what N. S. 
R. A. merchandising clinics really are—just huddles 
like you see on a football field where the key men get 
their heads together and endeavor to work out a play 
that will carry the team some yards nearer the goal. 


Three General Topics 

The merchandising problems which appear to be 
most seriously affecting retail shoe merchants in their 
endeavor to adjust store operations to existing condi- 
tions have been grouped under three general topics. 
Each topic is so subdivided as to cover the problems 
that naturally fall under that particular general 
heading. 

A separate conference will discuss each of the gen- 
eral topics. Each conference will be under the direc- 
tion of a general chairman and several assistant 
chairmen who, in their own stores, have wrestled with 
the particular problem under discussion. 

The three general topics are as follows: 

1. ApyustiInc Store MetHops To CUSTOMER 
DEMAND. 





2. StorE MANAGEMENT IN 1933. 
3. Bustness BuiLpinc THrouGH Foor HEALTH AND 
SHOE FITTING. 

Go over these outlines with a red pencil and check 
the problems that are giving you the most trouble. 
Then go over them with a black pencil and check the 
ones which you have solved in satisfactory manner. 
Bring the sheets with you to the convention. 
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| oeTTIN GOING IN 33 MEANS GOING TO GET PROSPERITY... 
UN. $.R.A. CONVENTION ... CHICAGO- JANUARY 9, 10, 11,1933. 


"| FIGURE MY TRIP TO THE CONVENTION 
was wortn.*100,000 To me” 











Special reduction in railroad rates by 
, P securing special certificate from railroad 
No merchant in the shoe business today can afford agent when pavdiening trenepereaiien. 


to overlook any opportunities to IMPROVE HIS 
BUSINESS! For every single problem that the 
For all hotel and display space reservations apply to 


average shoe merchant faced four or five years _ NATIONAL SHOE RETAILERS ASSN. 
ago, he is confronted with TEN problems today. 8 South Michigan Avenue, Chicago, Illinois 


Equip yourself mentally to successfully combat 
these problems. You can! The N.S.R.A. Con- 


vention in Chicago in January will provide many TW c TY - S E C 0 N D 


solutions to the difficult problems of 1933. Com- 


petition is a great business hazard ... you can A Ni N U A L 


lick competition if you know how to do it... 
and to know HOW is to attend the N.S.R.A. 


Convention. Hundreds of retailers will come C 0 Ml V c | T ! 0 N 


away from Chicago in January with cold facts 


about the future of the shoe industry that will | N ATIONAL S HOE 


mean hundreds of thousands of dollars to them. 
Why not benefit, yourself? 
RETAILERS ASSN. 


ALL RETAILERS INVITED 
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Adjusting Store Methods to Customer Demand 
Fallacy of volume without profit. 






advertising. 
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ments. “Family” groups, sizes, colors, materials. 

Price lining. What prices sell best. Prices that can 
be eliminated without loss of volume. 

Increasing volume and decreasing walk-outs. A 
department store executive estimates that 50 per cent 
of potential customers who come into a store walk out 
without buying. 

The credit watch dog. Conserving the store’s 
credit ; obtaining full information before opening an 
account ; tightening up on credit to slow-paying cus- 
tomers ; collection methods. 






Store Management in 1933 


Budget control of expenses and stock. Expense— 
Allocating purchase money to each department on 
basis of sales, charging each department with expense 


C 



















incurred. Stock—Unit (pair) control, or “family” 
control, or price-line control. 


Store arrangement and display. Departments— 
Location, arrangement. Display—Windows, interior. 









Stressing “quality” rather than “price” through 
salespeople, window displays, newspapers and other 


Know your stock; its present and future require- 
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Price-lining and concentration. Concentration on 
fairer prices within the proper range of the store. 
Concentration on proper lines. Avoid “hit and miss” 
buying. 

Economize on overhead. Save on rent—Show 
landlord figures of sales and expenses. Save on in- 
surance—Ask our insurance department how. Save 
on display—Beautiful, attractive windows can be ar- 
ranged at small cost if proper attention is given 
them. Save on light—Location and efficiency of 
lights deserve attention. Help reduce tax—A civic 
duty. 

Selling costs the big problem. What percentage of 
owner’s or manager’s salary? How to compensate 
sales people under existing conditions—Straight sal- 
ary, salary and commission, salary and bonus, straight 
commission. Training sales people—percentage of 
sales to be spent for sales promotion. 


Sales promotion and advertising. Newspapers, 
















shopping news, direct mail, telephone, house-to-house 
selling and advertising by sales staff. 


Business Building Through Foot Health and Shoe Fitting 

Foot anatomy. Knowledge of bones, muscles, 
nerves ; effect of foot ills on other parts of the body ; 
ability to analyze and classify different types of feet. 

Shoe manufacturer’s services. Selection of cor- 
rectly proportioned lasts; providing pattern for each 
individual size and width; use of right and left pat- 
terns to insure better fitting ; using only the height and 
shape heel intended to be used on a given last; proper 
placement of bottom filler in Goodyear welt shoes; 
avoiding wrinkles in linings; realization that a shoe 
improperly made can never be properly fitted. 

Retailer’s services. Measure. foot carefully—do not 
determine size needed by looking at markings in old 
shoe ; examine foot carefully for ailments and defects ; 
select shoe designed for type of foot to be fitted ; select 
shoe designed for the purpose for which customer in- 
tends to use it; fit the shoe to customer’s personality 
as well as to his, or her, foot; use of “ball-to-heel” 
method of fitting. 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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WELCOME QUALITY! 


Millions of Men Who Have Lowered Shoe Standards 
from Motives of Economy Have Learned It Doesn’t Pay 


Welcome Quality ! 

Millions of men, up and down the length and 
breadth of the country, are ready—and eager—to 
echo that slogan. 

The extra dollars they are willing to spend, not 
because they are overburdened with ready money, 
but because they have learned through experience 
in these past few years that it’s real economy to 
pay a little more, can add millions to the cash re- 
ceipts of shoe stores in the coming year. 

It remains only for merchants to point the way. 

Let’s do a little analyzing of the mental processes 
of Mr. Man Consumer during the period of this de- 
pression. It ought to be easy, for, after all, when it 
comes right down to a question of what the con- 
eumer is thinking about, well, aren’t we all con- 


sumers? Manufacturers, merchants, salesmen or 











what not, we all buy shoes, shirts and other things and 
our processes of reasoning as conumers are pretty 
much alike. 

When the average man found his income materially 
reduced, he set about to find ways and means of re- 
ducing his expenditures. He wore his clothes a 
little longer, bought shoes less often. Assuming 
that he still held his job and had some income left, 
the time came eventually when replacement were 
necessary. It was natural and logical that he should 
try to make those replacements at the lowest possible 
cost. In many instances his new found enthusiasm 
for economy carried him too far. 

It wasn’t the consumer’s fault entirely. He was 
literally bombarded with high pressure propaganda 
whose aim and purpose was to make him buy cheaper 
merchandise. Shrewd makers and sellers of low- 
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price goods were quick to see in the depression a 
possibility of advantage to themselves, and they lost 
no time in taking advantage of their opportunity. 
Newspapers, store windows, every possible medium 
of publicity shouted the story of price. Much of the 
story was sincere, honest and truthful. A large part 
of it was exaggerated, distorted and wholly mislead- 
ing. It was by no means surprising that the public 
became confused about values, quality and their re- 
lation to price. 


"The result was that great numbers of 
people dropped their quality standards without fully 
realizing it. They were told that high grade mer- 
chandise could now be bought at prices inconceiv- 
ably low. It seemed too good to be true, but they 
wanted to believe it. Men—and women, too—who 
had always worn good shoes and were sold abso- 
lutely on quality took a flyer in cheapness. The ex- 
perience to most of them was sadly disappointing. 

When the time came to buy again, these people 
were still wrestling with the problem of reduced in- 
comes, of how to make a new budget to fit new con- 
ditions. Many of their costs of living could not be 
reduced at once. They felt they must curtail expen- 





ditures where they could. They found shoe stores 
more than willing to help. Prices were lower than 
they had been the last time shoes were purchased. 
Having paid a lower price once, that price had be- 
come more or less fixed in their minds as the figure 
representing about what they expected to pay for 
shoes. ; 

It isn’t easy, in a depression period, to induce a 
customer to pay more. It takes a carefully thought 
out progress of education to bring him up to that 
point. So they bought cheap shoes again, not with- 
out certain misgivings, perhaps, but still with hope 
struggling against their doubts. 

The: next time they came into the market for 
shoes a lot of these customers were pretty much dis- 
illusioned on the subject of the low price merchan- 
dise. But by that time the depression had descended 
to the Acute Fear stage and they were counting 
nickels and pinching pennies. They wanted better 
shoes, were pretty well convinced in their own minds 
of the true cenomy of quality, but they were too 
frightened to spend the money, even though quality 
footwear was by this time available at bargain prices. 

That, we are convinced, is a fairly accurate sum- 
mary of the cycle through which the average con- 

[TURN TO PAGE 59, PLEASE] 





Boot AND SHOB RECORDER 
combining THE SHogz Retaizer, Dec. 10, 1932 


Hosiery Goes Christmasy 


Selling hosiery is an interesting 
job at any time, but it is doubly so around the Christmas 
selling season, for there are so many out of the ordinary 
things one may do to make the department and windows 
more attractive at this time of the year. Naturally the more 
intriguing the displays, the more chance of interesting folks 
and so increasing the value of the hosiery department to the 
store as a whole. 

Right now people are doing much more window shopping. 
They are looking for the unusual things in gifts. Hosiery 
just as hosiery of cotirse has its appeal, but when it is pre- 
sented in an unusual form and that form has a novel ap- 
proach, it just makes such a strong sales appeal that seem- 
ingly cannot be resisted. 

For one thing, a lesson was learned from the candy men. 
If it paid them to spend important money and considerable 
ingenuity in devising packages for their wares, it surely pays 
a shoe store to package its holiday accessories in a similarly 
attractive manner. 

Now to give four illustrations of precisely what one may 
do. Take the little wire-haired terrier—he is directly re- 
sponsible for literally hundreds of sales. This cute fellow is 
hand made of Dennison paper. The dogs can be bought, 
or made right in the store. The latter way is the least ex- 
pensive, and helps the department to make a better showing. 
And there is not so very much time taken in the making 
process, either. 

The pup sells for one dollar, plus the cost of the stocking 
selected. For some reason, this is a gift proposition which 
appeals to many men. A dog may be man’s best friend, but 
this one is my best friend, around this time of year. 

A hollow glass cylinder, cleverly covered with bright shades 

[TURN TO PAGE 59, PLEASE] 
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IN THELAST ANALYSIS -- -- - 


T IS the LAST that makes friendship possible between 

the shoe and the foot. The LAST is more than a block 

of wood. It is the means by which the foot and the shoe 
are brought together in harmony. 


The scientific construction of the. CO-ORDINATED LAST 
renders the shoe livable to the foot regardless of its size. 
All CO-ORDINATED LASTS are mechanically graded 
accurately and in proportion, so that the 8E (in women’s) 
has the same appearance in line, toe spring, height of 
heel and general outline as the sample 4B size. 


When a manufacturer has perfected his base model, 
knows it fits the foot and the eye, he can be assured of the 
correct grading of his extremes to look like the model. 


COORDINATED LASTS 


i a be Oy by bo by by fh 
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UNITED LAST COMPANY ¢« BOSTON * MASS. 
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Industry Pleads forl ncreased Duties 
On Rubber Footwear 


Washington, D, C.—Introducing 
evidence to show that rubber footwear from Japan 
and Czechoslovakia is being landed in the United 
States at a price below the actual cost of materials 
being placed in domestically produced merchandise of 
comparable character, representatives of the trade 
came before the United States Tariff Commission, 
November 29, to plead for increased duties on im- 
ports of this type. 

The merchandise under consideration is entered, by 
the terms of the Tariff Act of 1930, as boots, shoes, 
or other footwear (including athletic or sporting boots 
and shoes), the uppers of which are composed wholly 
or in chief value of wool, cotton, ramie, animal hair, 
fiber, rayon or other synthetic textile, silk or substi- 
tutes, for any of the foregoing, whether or not the 
soles are composed of leather, wood, or other mate- 
rials, at 35 per cent; or as manufactures of india rub- 
ber or gutta-percha, or of which these substances or 
either of them is the component of chief value, at 25 
per cent. 

In the event that the commissioners are convinced 
additional duties are warranted by the difference in 
production costs here and abroad, the so-called elastic 
provision of the tariff act may be invoked by the presi- 
dent in their favor. Under this clause, the president, 
upon recommendation of the tariff commission, may 
revise duties 50 per cent in either direction. 


The Japanese importers based their 
opposition to a higher duty on the claim that the goods 
produced in this country and those made abroad, which 
were offered as exhibits at the hearing, did not repre- 
sent comparable merchandise. They advanced the 
claim that individual items of home manufacture were 
displayed before the commissioners alongside of less 
expensive footwear from abroad for the purpose of 
showing a wide disparity in price which, according to 
their contention, was due to the difference in quality. 

Counsel for the Czechoslovakian interests, failing 
in their effort to have the hearing continued pending 
arrival of a cost economist from their home country, 
rested their case with the commission’s permission to 
have a written statement filed later. 

Attorney John G. Lerch, counsel for the domestic 
interests, told the commissioners at the outset that 100 
per cent of the industry in the United States was rep- 


resented at the hearing as joined in the plea for higher 
tariff. He introduced only one witness, T. J. Need- 
ham, an executive of the United States Rubber Com- 
pany, Naugatuck, Conn. 

Others present, but who did not testify or join in 
the examination of witnesses were: R. H. Goebel, New 
York City, representing the Rubber Manufacturers 
Association and others; Howard A. Swartwood, 
Endicott, N. Y., representing Endicott Johnson Cor- 
poration; Arthur B. Newhall, Watertown, Mass., 
representing Hood Rubber Co., and Goodrich Foot- 
wear Corporation; Charles R. Speaks, Boston, Mass., 
representing Firestone Footwear Co.; Warren Mac- 
Pherson, Cambridge, Mass., representing Cambridge 
Rubber Co.; H. G. Cressinger, Providence, R. I., rep- 
resenting Phillips Baker Rubber Co. 

Mr. Needham, speaking with a background of 40° 
years of rubber manufacturing experience described 
the industry as one which had its foundation in the 
United States about 80 years ago, and which now 
represents investments of approximately $100,000- 
000, giving employment to 27,000 persons, in normal 
times, now employing about 15,000 people. 


F or many years, he said, the 
United States had an export business extending 
around the world. About a decade ago, foreign 
producers began to cut into the export business until, 
in 1930, there was scarcely any export from this coun- 
try. In that year, the witness continued, the effects 
of competition in this country began to be felt, and 
indicative of the rapidity of its spread, he introduced 
data to show that the imports in the United States in 
the year 1932, to date, already are 700 per cent higher 
than in last year. 

From a display of about 75 pairs of rubber foot- 
wear, Mr. Needham extracted several sets of domes- 
tically produced, and foreign made pairs, claimed to be 
comparable. 

A boy’s knee boot, made in this country, was given 
a domestic production cost of 79 cents a pair, while 
one from Czechoslovakia, apparently identical, even as 
to trim, was produced in that country and delivered in 
the United States for 47 cents a pair; a domestically 
produced man’s rubber, made here at a cost of 46 cents 
a pair, was compared with one made in Japan and 

[TURN TO PAGE 52, PLEASE] 
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Durability ... with no excess in mass 
or weight .. . elements just as essential 
in a box toe material as in the proper 


construction of a Dirigible. 


© Celastic Box Toes furnish these 


requirements. 
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THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Pert. 
AT HOME 


in 


CHICAGO 


Stay at the Morrison where every 
guest is given individual attention 
and every need is anticipated. 
Cheerful rooms, beautifully fur- 
nished—and every one outside with 
bath, Servidor, circulating ice-water 
and bed-head reading lamp. 
Theatres, shops, offices and railroad 
stations are all close by. There is 
a special floor reserved for ladies. 
Garage facilities for guests with 
cars. A great hofel in a great city. 


<i LEONARD HICKS 
tee Managing Director 


Welt iiiol malolial 


Madison and Clark Streets, CHICAGO 























“Only $3 for all this?” 


You'll be surprised, too, when you see how 
much luxury and convenience you can en- 
joy at the Hotel Lexington for as little as 
$3 a day. 

And here’s another fact that’ll make your 
expense account beam with gratitude—it 
costs only $1 a day more for two persons at 
the Lexington. A room which is $3 for one, 
for instance, is only $4 for two persons. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th Street 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 
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A Simple Answer 


to “Technocracy” 


[CONTINUED FROM PAGE 22] 


In 1930, we find the density of employment greater 
instead of less after 30 years of our most intensive 
mechanization. For there were then 398 breadwinners 
for each thousand of our population as contrasted 
with 383 in 1900. A net gain of 15 workers per 1,000 
of population during the 30-year period. 

If mechanization were an enemy of employment we 
should expect to find evidence of it in a 10, 20, 30 or 
40-year period. We should expect this evidence to be 
gradual and accumulative. Instead of which over the 
same period we have found a progressive and accumu- 
lative increase in the number of working opportunities 
in proportion to population. 

From the beginning of our intensive “machine age” 
in 1880, up to 1930, the record shows conclusively 
that the machine, under its present ownership, has in- 
creased and not diminished the density of employment. 

Why is it that the “medicine man,” the economic 
tinker and the “profundist,” whose philosophies are so 
abstruse as to be nonunderstandable, command larger 
audiences than the man who tells the homely truth ? 

Simply because, as Mr. Barnum said, the general 
public likes to be fooled. But in these times, it cannot 
afford that luxury! 

Machinery helps make more articles and today’s 
factory capacity might well be 900,000,000 pairs of 
shoes per year; but production capacity is not the 
thing to worry about. The capacity to consume, to 
use, to desire and enjoy is the measure of what to 
make. We certainly have not reached the point of 
saturation in shoes when the consumption per capita 
in 1932 is 2.44. 

Let’s have less worry about production capacity and 
more interest in increasing consumer interest. It is 
a far more fertile field for scientific study. 





Value Youngsters’ Good Will 


DETROIT—“The best advertiser for the shoe store 
is the youngest customer,” according to C. O. Ander- 
son, manager of R. G. Kinney Company store: here. 
“The casual, hurried, or patronizing attention com- 
monly given in a store when a boy or girl comes in 
to buy is something that is bound to ruin business in 
the long run. Children remember these things and 
their resentment, although it cannot be effectually 
expressed at the time, may pile up ill will that can 
help seriously in undermining the business. 

“Children, in the first place, are potential future 
customers. Some day they will be the principal 
sources of revenue for the store, and the man who 
expects to maintain an established store must look to 
the future this way. 
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“But it is not necessary to look so far ahead to find 
very solid business reasons for paying attention to 
this young trade. They influence their parents. Chil- 
dren who are well treated on their first visit to a store 
will naturally, with the open confidence of youth, tell 
their families all about their experiences, and this will 
mean bringing the rest of the family trade into the 
store. 

“In foreign districts, in particular, this is the case. 
These people are strong believers in family life, and 
the purchase by an individual, especially a child, is 
rather exceptional. The opportunity to profit from 
this situation is therefore all the more important here. 
First impressions are notably lasting, and here they 
may be the only chance for any impression at all. 

“Treat them with respect. It is not enough to be 
pleasant and a little bit amused. The wants of the 
young customer must be attended to with as much 
seriousness as though the parents were doing the 
buying. Patronizing is one of the subtlest forms of 
mild insult. 

“Tennis shoes for school use were a specialty in this 
store—establishing almost a record sale, in fact, last 
year. Here, the children drop in after school and 
make their purchase. They are particular, they know 
just what they want—and the purchase itself is not 
large in dollars and cents. But because they felt that 
they were treated right, I can trace dozens of new 
customers, whole families in instances, to these sales— 
children have brought their parents back where they 
got what they wanted in shoes. 

“Some irresponsible shoe dealers will just try to 
sell anything that looks like a fair fit to a child. Just 
because the parent is not along to check up on sizes 
and the like is no reason for trying to put something 
over on the customer. The rest of the family will 
find out about it later on. This is the poorest way 

there is of getting rid of old stock, for instance. 
People have senses of values and fashions—and the 
man who finds he has been imposed upon is going to 
tell all about it to his friends. And the frankness 
of the children helps, either way. Perfect attention to 
fit and fashion to the smallest customer are essential.” 





























THE Recorper hopes to be useful as a business 
partner to thousands of shoe stores, through definite 
merchandising counsel that our pages can give in the 
next six important weeks. If we can so stimulate the 
trade to go out and get the money for shoes even 
though we compete with everything else, we have done 
our part to hurry along economic recovery for at 
least one branch of the trade, and the one in which 
we have a life’s interest. 

If in turn the store invests its capital, brains and 
energy in the business of buying and selling shoes, 
and so increases its efforts in shoe selling in the open- 
ing weeks of 1933 it can do its part in making for 
itself the necessary gains that can only come through 
sales, one by one over the fitting stool. 
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Enjoy real comfort, genial 
social life, free use of gym- 
nasium, beautiful swimming 
pool, comfortable lounges, 
library, open air roof garden, 
restaurant. Separate floors 
for men, women and couples. 
Within walking distance of 
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PEOPLES 


speed up business is by develop- 
ing loyalty among the sales force, 
thinks A. Saks, manager of the 
women’s shoe department at the 
Boston Store. For this reason he 
holds frequent get-togethers. One 
of these meetings was a sample of 
points discussed which were de- 
signed to encourage, to instruct 
and to increase loyalty. Some of 
these points included: 


1—Very definite instruction 
regarding a big sale that was 
pending. This included emphasis 
upon the necessity of special at- 
tention to courtesy in handling big 
crowds; in repeating the amount 
received in accepting a bill from 
a customer ; of being sure that each 
customer thoroughly understood 
the terms upon which she was 
buying sale goods, etc. 

2—The question of courtesy was 
further discussed at some length. 
Don’t hurry a customer. Give 
her all the time she wants. Never 
get exasperated at a customer, 
however irritating she may be. 
Turn her over to another clerk be- 
fore you lose your own temper. 
Never argue with a customer. 
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Treat every one who enters your 
department with “southern hos- 
pitality,” as you would like your 
mother or sister to be treated. Use 
wisdom when doubling your ser- 
vice by waiting on two customers 
at once. Remember that the cus- 
tomer is “always right.” 

3—Another point dealt with the 
appearance of the sales people; 
also about being positive regard- 
ing fittings. Much stress was 
laid upon call trade, the sales force 
being urged to give their cards to 
each and every customer that they 
served, and politely to request that 
they be allowed to serve her the 
next time she called. An unusual 
suggestion for building up call 
trade was for sales people to can- 
vass institutions near where they 
lived in order to introduce or ex- 
tend the purchase of Red Cross 
shoes. 

4—The get-together ended on a 
strong note of optimism, Mr. 
Saks bringing up several points to 
prove that business is on the up 
grade. 

During the entire meeting all 
were invited to offer suggestions 
or constructive criticisms. Ac- 
cording to Mr. Saks, the one who 
is making the biggest commissions 


in his department is a woman. 
“Se 


es of the featured stunts 
of Tom Van Housen, of the new 
Bostonian Men’s Store, Louisville, 
Ky., is issuance of free ten-shine 


cards for use in the store’s shoe- 
shining chair. The cards are 
given away, and when the ten 
numbers are punched out by the 
shine boy another card is avail- 
able. 

Under the heading “Shine Card” 
is printed: 


“This card is given to you so 
that you may have continual satis- 
faction in comfort and appearance 
as you wear your shoes. 

“Fine leather should have care- 
ful treatment with saddle soap to 
preserve its softness and beauty 
of finish. 

“We are therefore happy to give 
you this additional service. Please 


use it.” 
x * Ok 


Christmas Advertising Idea— 

Hahn’s Shoe Stores of Wash- 
ington, D. C., has used very effec- 
tive little ads in which the buying 
suggestion is made in the form of 
a Christmas tree which is run en- 
tirely by framing the sales message 
in the form of a tree. The adver- 
tising is only two columns by one 
hundred lines, but has proved very 
effective as a business result-get- 





Boot AND SHO: 


B RECORDER 
combining THs SHop Reraiusr, Dee. 10, 1988 


ter, because this unique way of pre- 
senting the story naturally attracts 
a lot of attention to itself and the 
last-minute shopper can take in the 
items at a glance and quickly di- 
gest them. 

Hahn’s have found that special 
last-minute suggestions help to 
boost sales volume during Christ- 
mas week by featuring such ar- 
ticles as slippers, hosiery, galoshes, 
slipper ornaments, shoes, etc. 

“Easy To Choose” and “Service 
Right Up To the End,” are the 
slogans used to accelerate buying 
impulses. In this way the last- 
minute shopper can get quick sug- 
gestions to check up on the last lap 
of holiday shopping with the guar- 
antee that last-minute wants will 
be appropriately cared for. 

* * * 


First-aid for perplexed 
Christmas shoppers is the Gift 
Certificate of the shoe retailer, 
the merchandising order decorated 


with Yuletide symbols featured- 


among the footwear in pre-holiday 
displays. To such Christmas cer- 
tificates a host of merchandising 
virtues adhere, from the stand- 
point of the gift-giver, recipient 
and retailer. 

Some shoe merchants have had 
designed certificates that resemble 
handsome Christmas greeting 
cards, good for shoes or hosiery, 
to the value of whatever the gift- 
giver wishes to spend. And these 
make timely and ornamental win- 
dow displays in the pre-Yuletide 
season. 

Some of the shoe retailers make 
a feature of wrapping, or boxing, 
specially prepared Christmas gift 
certificate, and tying them with 
the scarlet ribbon that bedecks 
many Christmas gifts. As such 
they are real Christmas gifts in 
the fullest sense of the word, 
clothed with all the atmosphere of 
a present, redeemed for face value 
from the stocks of the store after 


the holidays—a valuable merchan- 


dising point for the retailer. 
* * * 


W. E. Baxter, 


who operates a shoe store in 
Middletown, Pa., deserves a medal. 
Yes—two or three medals while 
they are being passed around. He 


had several hundred pairs of 
women’s high top boots of the vin- 
tage of 1915 and was tired of see- 
ing them around the place. He 
apparently could neither sell nor 
give them away, but taking a long 
chance, he spent a little money in 
a want ad of the Middletown 
paper, just stating, “Disguise your 
feet for Hallowe’en. 10c. a pair.” 
Some 200 pairs were sold, includ- 
ing mismates, and extreme white 
out of style numbers. 

* * * 


Many stores experience 
considerable difficulty in keeping 
track of and in keeping in touch 
with their hard-to-fit trade, partic- 
ularly those merchants located in 
the smaller towns. A clear solu- 
tion to this difficulty is offered by 
Ernest L. Miller, Jr., who manages 
the Hampton shoe store in Wythe- 
ville, Va. He has found this simple 
system of great value in keeping 
his trade from wandering to the 
larger cities. Wytheville is a town 
of 5000 population and Hampton’s 
is the only exclusive shoe store in 
a 75-mile radius.. The store, too, 
only carries known advertised lines 
of shoes and hosiery. 

A record of sales is made pos- 
sible through the use of a stock 
ticket reproduced here. These 
tickets are filled out before the 
shoes are put in stock. As the 
sale is made, the customer’s name 
is filled in. Later these records 
are transferred to the customer’s 
individual record card. 

This information enables let- 
ters similar in tone to the follow- 
ing to be mailed to all the hard-to- 


fit trade. It is about the best 

way, Miller tells me, of keeping 

up the personal relations made 

while the customer is in the store. 
A typical letter: 


Mrs. John Jones, 
Wytheville, Va. 
Dear Mrs. Jones: 

We are celebrating our first an- 
niversary this week and next by 
presenting to the ladies of Wythe- 
ville and vicinity the nicest styled 
and finest quality shoes for the 
price of any line of shocs ever 
shown in this city, we believe. 

We have a number of high 
style patterns in browns, blues 
and blacks in all leather or leather 
and suede combinations, as well as 
in the latest fabrics. Of course, 
we have the new Boulevard and 
Continental heels, also higher 
French heels. The prices this 
season are considerably lower 
than ever before if you will con- 
sider the quality of the merchan- 
dise. Prices as low as $1.95, 
others at $2.95, $4, $5 and $6. 

In looking over our records we 
notice that you wear very narrow 
shocs and know that you have had 
trouble in being perfectly fitted 
heretofore. We have narrow lasts 
in new Fall shoes priced from 
$2.95 up and invite you to come 
in and let us show them to you, 
slip them on your feet and experi- 
ence a new thrill in shoe-buying in 
W ytheville. 


entDaens O Rostens | O 


; = o TENNIS 


women's O 
UNIT SALES RECORD 
PILL OUT THIS FORM AND PLACE IN EACH BOX WHEN SHOES 
ARE CHECKED IN AND MARKED! 
TYPE NO. 


STOCK NOW 




















Don’t forget that we also carry 
wonderful lines of hose, such as 
Holeproof and Mojud. The new 
Fall styles and shades are now 
ready for your inspection! 

Thanking you for your patron- 
age and trusting that I may have 
the opportunity to show you these 
new styles, I remain, 

Very truly yours, 

Ernest L. Miller, Jr., 
Manager, 

Hampton’s Shoe Store. 






























L snerally thousands of workers have 
been fired for being so-called “clock watchers.” Any 
one who is labeled as a “clock watcher” is usually the 
first to go. Not to be different for the sake of trying 
to tear down long-established moth-eaten rules of con- 
duct, but to make a better organization, the boys and 
girls under my jurisdiction are encouraged to be 
“clock watchers” of the first grade. So, instead of 
firing salespeople for keeping close tally on the time, 
they are apt to say a sudden goodby to their fellow- 
workers if they do not reasonably keep track of the 
hours. 

All this revolves around a new idea in merchandis- 
ing shoe store accessories. The old method was to 
present a long list of variegated findings, accessories, 
slippers, P.M.’s, and what-not to a salesman, then to 
tell him to go out and sell the entire lot to some 
unsuspecting customer. 

This resulted in the so-called “Barber Shop” method 
of reciting a list of items, often beginning with the 
hackneyed phrase of “You don’t want * * * do you?” 
and the alleged salesman failing to make an impres- 
sion or sale upon the customer. The boss would bark 
at his men for not selling accessories and the men 
would try high-pressuring his customers. It is com- 
mon knowledge of how this drove business away from 
the store, thus defeating the very object the pro- 
prietor had in mind—for increasing his sales and 
profits. 

A certain amount of laboratory or experimental 
work with some of the boys crystallized the simple 
method that has brought such excellent results to the 
Wise Shoe store which I manage. Instead of having 





Selling Accessories by the Clock 


By DAVID GORMAN 








of the important retail stores of this country. 
How they are sold without high pressure meth- 
ods by the sales staff is interestingly de- 
scribed in detail in his article. 
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This practical plan for increasing the sales of 
accessories has been successfully used in one 





sales persons try to sell every item in the store to 
any person who will listen to them—and usually com- 
pletely failing in the effort—a man is given a list of 
certain items to promote for that day. He is trained 
to concentrate his selling ability on one item at a time 
for one hour, then to take up the next logical thing 
to be introduced, and so on during the whole day. 

All our boys and girls have the proper conception 
of this promotion idea, so they do not go blindly from 
one item to another on the prepared list. 

All we ask is that a certain number of sundries be 
sold in proportion to their sales. What is selling at 
the moment has a distinct bearing on the subject. For 
example if strip pumps are having a strong run, each 
man is required to interest 60% of his customers with 
buckles. It is not hard by any means to sell 6 pairs 
of buckles to each 10 pairs of pumps sold. 


F or the sake of argument, let’s 
suppose a man works eight hours a day, with no time 
out—which he does not—in our store he would be 
given a list of 8 seasonable accessories. During the 
course of the day, he must decorate his sales check 
with some one of these items 4 times out of 5 times 
at the bat. 

He will not be able to do this by the barber shop 
method, but he will if he concentrates on one thing 
during the course of an hour. Steadily promoting 
one thing all day is more than apt to make his sales 
talk parrot-like and mechanical. 

Under the proper guidance and encouragement, 
man after man, in making 10 shoe sales will write in 
at least 8 extra items. A representative list made 
possible by the “clock” method selling is :— 

1 Double header 2 bottles of polish 


1 P.M. 1 pair of boudoir slippers 
1 pair overshoes 1 pair buckles 
1 hand bag 


[TURN TO PAGE 48, PLEASE] 
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NATIONAL NEWS 


>» HOW’S BUSINESS? 4 


Hide Futures Continue Decline 


NEw YorK—During the week ended 
Dec. 2, hide futures prices on the New 
York Hide Exchange showed declines of 
from 47 to 50 points, or approximately 
one-half cent a pound for the period. 
The decline in hide futures was accom- 
panied by a drop in spot hides and 
was in conformity with the decline in 
the securities and other major com- 
modities, which was co-incident with 
the unsettling influence exerted by the 
international debt problem. 


British Shoe Trade Notes 


LONDON, ENG.—The market for shoes 
in the United Kingdom during the 
past week was considerably more 
healthy, and steady progress was re- 
corded throughout the country. A 
very stimulating bit of news was the 
placing of an initial order of 100,000 
pairs of shoes with three firms in 
Northampton by cigarette coupon trad- 
ing concerns, which will exchange the 
shoes for gift coupons presented by 
the public, reports Arthur B. Butman, 
Chief Shoe and Leather Manufacturers 
Division of the Department of Com- 
merce, 

The mere fact that shoes are being 
utilized in these gift schemes may 
result in the orders eventually in- 
creasing to around one million pairs. 
Indications in general are highly prom- 
ising for the next month, and the in- 
creasing activity is no longer confined 
to solitary firms but is widespread. 
Shoe wholesalers are buying sufficient 
quantities to carry them through to the 
New Year. What the New Year will 
bring depends upon the general eco- 
nomic situation which is difficult to 
forecast. 

Recent declines in the pound sterling 
are having a tendency to increase shoe 
exports due to the exchange factor. 
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Shoe Exports Increase 


WASHINGTON, D. C.—The United 
States, according to a report just issued 
by Arthur B. Butman, chief Shoe and 
Leather Division of the Department of 
Commerce, during October, exported 
leather manufactured goods valued at 
$271,902 which represented an increase 
of 18 per cent over September ($229,- 
170) ;8 per cent over August ($252,587), 
and 35 per cent over June ($200,920). 
Exports of similar goods during Oc- 
tober, 1931, were valued at $559,296. 

October footwear exports of 104,056 
pairs valued at $141,536 represented an 
increase of 19 per cent over the Sep- 
tember exports of 87,347 pairs. Boots 
and shoes for men and boys rose from 
exports of 17,819 pairs in September to 
22,228 pairs in October; women’s shoes 
from 28,705 to 36,893 pairs; and leather 








COMING TRADE EVENTS 


Chicago—January 9, 10, 11, 1933. Palmer 
House. National Shoe Retailers’ Association. 
Annual Convention. 

Toronto—January 9, 10, 1933. Royal York 
Hotel. Canadian Shoe Retailers’ Association. 
Annual Convention and Shoe Exhibition. 


Chicago—January 12, 13, 1933. Palmer House. 
National Shoe Travelers’ Association Annual 
Meeting. 

Boston—January 16, 17, 18, 1933. Hotel 
Statler. 11th Annual Boston Shoe Show and 
Convention. 

Baltimore—January 23, 24, 25, 1933. Hotel 
Lord Baltimore. Middle Atlantic Shoe Re- 
tailers’ Association Annual Convention. 

Forth Worth—February 6, 7, 8, 1933. Hotel 
Texas. Texas Shoe Retailers’ Association, 
Annual Convention. 

Indianapolis—February 6, 7, 1933. Hotel Clay- 
pool. Indiana Shoe Travelers’ Association 
Annual Meeting. 

Des Moines—February 27, 28, Marich 1, 1933. 
Hotel Fort Des Moines. Northwestern Shoe 
Retailers’ Regional Association Annual Con- 
vention. 


Everywhere, April 16, 1933. Easter Sunday. 














EVERY WEEK 
slippers from 27,862 to 35,644 pairs. 
Children’s shoes dropped from 11,594 
pairs in September to 7949 pairs in 
October. 





» TRADE DOINGS 4 


Shapes Up Convention Plans 

BALTIMORE, Mp.—Details of the con- 
vention to be held at the Lord Baltimore 
Hotel, Baltimore, on January 23, 24 and 
25, by the Middle Atlantic Shoe Retail- 
ers Association were discussed at last 
meeting of the executive committee of 
the organization held in Baltimore. C. 
J. Mensch, of Philadelphia, presided. 
He was assisted by Henry E. Wyman, 
of Baltimore, chairman of the general 
convention committee. 

A shoe style show will be held in con- 
nection with the convention. 


Celebrates 31st Anniversary 


BALTIMORE, Mp.—Wyman’s, one of 
the outstanding exclusive retail shoe 
concerns of Baltimore, Md., is this 
month observing the Thirty-first Anni- 
versary of the founding of the busi- 
ness. For this event, all footwear is 
featured at special Anniversary prices. 

Wyman’s was founded 31 years ago 
by the late Maurice Wyman, who had 
learned the shoe business from the 
ground up with one of the leading 
stores of the day. The concern occupies 
the four-story-and-basement structure 
at the Lexington street address, and 
operates a branch shop at the North 
Avenue location. Henry Wyman, prom- 
inent young shoeman, and son of the 
late Maurice Wyman, is the present 
head of Wyman’s, 


Changes Store Name 


HARTFORD, CONN.—The name of the 
retail shoe store at 696 Park Street, 
operated by Albert and Charles Safer 
Brothers, has been changed from La 
_ Shoe Co. to Arch Culture Shoe 

tore. 
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Spring Footwear Show 
[CONTINUED FROM PAGE 21] 


Wales and the more formal oxford tie, 
is worn with the thongs tied about the 
ankle. Brown service calf, the leather. 
The costume, a woolen dress in the new 
neutral greige. 


9. NAVY KID OXFORD. In this 
shoe, navy blue, a color in which there 
is great Spring interest, made its sec- 
ond appearance. This is a more tailored 
model than the other and was shown 
on the runway with a navy suit and 
white linen blouse. 


10. A BLACK FAILLE SANDAL 
for semi-formal evening wear. This 
light top idea is a new note in dinner 
clothes made, in this case, of black 
and white heavy ribbed silk, exactly 
the same material used for men’s 
waistcoats. 


11,.THE EVENING OXFORD 
(shown with figures) in black faille 
with pink taffeta piping and tie was 
the newest idea in the show. This 
fashion originated abroad and has been 
taken up by American custom boot- 
makers. Inspired by the evening shoe 
of Victorian days, from which our 
modern evening clothes are derived, it 
fits the quaint puffed sleeves, ruffles 
and flounces of today’s mode. It was 
modeled at the show with a hollyhock 
pink dress and a floor-length black 
taffeta wrap. 


And a Note About Mallorca 


One of the interesting sidelights of 
the show was the story of Mallorca 
(also spe led Majorca) as brought out 
by Mrs. Archer in her comments. An 
island off the coast of Spain, this resort 
is attracting the smart crowd because 
it is (at the moment) so very inex- 
pensive. “With beer three cents a 
bottle and champagne seventy-five!” 
A successor to Antibes and Saint 
Tropez as a source of style, its chief 
claim to fame are its shoe and em- 
broidery industries. Several of the 
shoes shown came from Mallorca boot- 
makers. The evening oxford is said to 
be flourishing there. So look up 
Mallorca on your map and look for the 
Mal'orca influence in shoe fashions! 

Ryd. 





Cold Boosts Rubber Sales 


CLEVELAND—A healthy increase in 
the rubber business at Cleveland has 
been noted during the past three weeks 
due to unseasonably cold weather, snow 
and s'eet. The number of sales has 
been well up, although the dollar 
volume is not so large due to the cur- 
rent level of prices. Shoe dealers here, 
however, view conditions as a little im- 
proved and the purse strings seem to 
be loosening generally. 

Cleveland’s steel business, one of its 
basic industries, is at a higher point 
than that of any other city. 














Racks for Shoes 


Racks for shoes, like racks for books, only 
the shoe racks set on the tioor, and not on the 
table like book racks. And they have boots 
for feet, too. Just set one on the floor of the 
sleeping room, and stack six or eight pairs of 
=— on them, instead of tossing them on the 
loor. 








Hold Men’s Shoe Conference 


BostoN—The Men’s Shoe Committee 
of the New Engiand Shoe and Leather 
Association met at New England head- 
quarters on Friday, December 2, for 
consideration of ways and means of 
stimulating the sale of more shoes next 
spring and summer, 

In the absence of chairman D. Frank 
Quigley, the presiding officer was 
‘Lnomas F. Anderson, who introduced 
the following speakers: Benjamin Wilk 
and Harry Resseguie of the Fairchild 
Publishing Company and H. Myers of 
the Apparel Arts. Their contribution 
to the meeting was a proposal of a sum- 
mer shoe campaign through shoe de- 
partments of clothing stores. The pro- 
motion follows the plan as used in pop- 
ularizing the drape suit and the figured 
shirts for men. 

Brief remarks were also made by 
Edwin C. Lincoln of Edwin Clapp & 
Sons, Inc., Leo McCarthy of E. T. 
Wright, Inc., Paul Jones of the Com- 
monwealth Shoe and Leather Company, 
James Gormley of the Day-Gormley 
Leather Company; and Arthur D. An- 
derson, editor of the BooT AND SHOE 
RECORDER. 

The meeting was summarized by 
Paul Jones on these points: There is a 
place in some communities, in some 
stores, for the lightweight summer 
shoe. There is a logical place for the 
sale of such summer shoes in men’s 
wear stores in companion with light- 
weight clothes, straw hats and light- 
weight furnishings. In his opinion, it 
would be a great mistake to make it a 
trade-wide movement for in regular 
stores in average communities, the 
sport shoe is and will be the big bet for 
summer sale. He advised that the 
movement for summer shoes should 
proceed cautiously so that it will not 
disturd the sport shoe business and 
said: Sport Shoes represent 36 per cent 
of our own factory production and that’s 
several months’ shoemaking and it must 
be preserved.” 


Made Member of Trustees 


PorRTSMOUTH, O.—Roger A. Selby, 
President arid General Manager of the 
Selby Shoe Co., has been selected a 
member of the board of trustees of 
the Ohio Manufacturers’ Association at 
the annual meeting of that organiza- 
tion, held in Columbus recently. Mr. 
Selby has been actively associated with 
the Ohio Manufacturers Association for 
a number of years. 2 
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To Produce Innersoles 


BostoN— The American Hide & 
Leather Company is setting up ma- 
chinery in one of the buildings at its 
Ballston Spa tannery to produce flex- 
ible innersoles. 

The new plant is being laid out for a 
capacity of 150,000 pairs per week, al- 
though it will be some time, perhaps 
three or four months, before that ca- 
pacity is reached. Some additional em- 
ployees are being added to the payroll 
this week. 

The cut sole plant will be in charge 
of M. George E. Phoenix, who until 
recently has been in full charge of 
Griess Pfleger’s cut sole plant at 
Natick, Mass. The innersoles will be 
sold through the present sales depart- 
ment of the American Hide & Leather 
Company. 

This cutting operation will not take 
the entire output of splits of the Ball- 
ston Spa plant so the company will still 
be able to supply its regular customers 
with flexibles as before. 

The management feels that very 
soon there will be a change in sentiment 
in favor of “good shoes at a cheap 
price,” rather than “cheap shoes at any 
price,” and that most manufacturers of 
low-priced shoes will again be willing 
to pay the cent or two additional per 
pair necessary to provide innersoles of 
leather. 





Selling Accessories 
[CONTINUED FROM PAGE 46] 


Hosiery is not mentioned, although 
we do a fine business in stockings. The 
method in the Wise stores is for the 
salesman to take his customer and shoe 
purchase directly to the hosiery counter 
on completion of the shoe sale. A few 
words introduces the customer to one of 
the hosiery sales girls, who proceeds to 
show the right hose for the shoe. All 
shoes purchased are delivered to the 
customer from the hose counter. This 
also gives the hose girl a chance to pre- 
sent such items as she may have. Right 
now vanity cases make an easy selling 
article. 

It is remarkable how well the boys 
respond to the “clock” method of sell- 
ing. They are all paid extra for their 
effort: in making these additional sales, 
so they have a real financial interest. 
Do not get the idea for one moment 
that the store management will allow 
the salespeople to do any high-pressure 
selling. The creed of this store always 
has been: 

“A store is better off to lose a sale 
and make a customer, than to make a 
sale and lose the customer.” 





New Des Moines Shop 

Des Moines, IA.—Meline’s Shoes 
will be a new shoe establishment in 
Des Moines, opening December 10, as 
announced by V. E. Meline, proprietor. 
Mr. Meline was manager of Crandall’s 
Boot Shop here until his resignation to 
go into business for himself about a 
month ago. 
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» STORE CHANGES 4 





Detroit Changes 


Detroit—Dack’s Shoes, Detroit re- 
tail store, has been formally dissolved. 

The former Leach Shoe Company 
store at 7100 West Warren Avenue, 
operated for a short time as well by the 
same ownership under the name of the 
H. and J. Shoe Company, has been 
taken over by Ted’s Boot Shop. Theo- 
dore Gutowski, who was manager of 
this store under the Leach operation, 
has bought out the location. 

Sam Lyon has bought the A. Rafal 
Shoe store, at 6844 West Warren Ave- 
nue, Detroit, from Abraham Rafalo- 
witz, former proprietor, and_ will 
operate it under his own name. Lyon 
was formerly in the shoe business in 
the East. 





Opens Baltimore Branch 


BALTIMORE, Mp.—The Young Men’s 
Shops of Baltimore, Md., operators of 
combined men’s shoe, hosiery and fur- 
nishings shops, have opened a branch 
store at 9 East North Avenue. The 
main store is at 1435 North Charles 
Street. The concern has also operated 
an establishment at 1825 North Charles 
Street. “Shoes that are exclusive but 
not expensive,” are featured and sell 
in the popular price range. 


Shoe Store Incorporates 


DetTRoIT — Detroit-Checker 
Stores, operating on the west side at 
4713 Michigan Avenue, has been incor- 
porated under Michigan law with a 


Shoe 


capitalization of $5,000. Harry W. 
Gilberg and Sidney Gilberg, his son, 
are the owners of the enterprise. Sid- 
ney Gilberg is well known to the trade 
as the Detroit representative of H. C. 
Godman Company. 





Findings Company Incorporated 


WartTeERBURY, CoNN.—The Waterbury 
Leather & Findings Corp. has been in- 
corporated here with authorized capital 
of $50,000, on which the sum of $1,000 
has been paid. Incorporators are 
Nicola Beccia, Michele Candellaro and 
Michele Pilla. 





Dissolves Partnership 


GREENFIELD, O.—The S and R Boot- 
ery, operated as a partnership by J. E. 
Strain and Thomas Ross, has started a 
dissolution sale with Mr. Strain buying 
out the interest of his partner. He will 
continue the business. 





A. ]. Cramer Sells Store 


STAMFoRD, ConN.—A. J. Cramer has 
transferred to M. L. Cramer the stock, 
fixtures and good will of Cramer’s Shoe 
Store, retail establishment located at 
42 Pacific Street. 























AMARILLO, TeEx.—A living model dis- 
play of hosiery, staged by P. G. Moore, 
local advertising man for the Schulte 
stores recently sold 1200 pairs of hose 
during the time of the showing. 

There were two distinct displays, 
featuring $0.49 hose. In the show 
window, only the shapely, silken clad 
legs of the models were visible as they 
tripped along the path laid out for 
them behind the plate glass. Hanging 
drapes and those moving silk-clad legs 
attracted the attention of the passers- 
by and invited them to enter the store. 


Karl Starts Portland Branch 


PoRTLAND, OrE.—The shoe chain or- 
ganization known as Karl’s, has opened 
Portland headquarters at 270 Morrison 
Street. H. Gertzman will be the dis- 
trict manager. Men’s women’s and 
children’s shoes in the poplar price 
lines will be carried. 


New Idaho Falls Store 


IpAHO Fauis, IpAHo—“The Em- 
porium” is the name given the new 
shoe store opened here by Idaho Stores 
Corporation, with E. A. Akerlind as 
manager. The new store also displayed 
the latest styles in the Fox theatre. 








Fire Wipes Out Store 


CEDAR FALLS, Iowa.—Fire destroyed 
the stock and fixtures of the Wyth- 
Lamb Shoe Store here, on Nov. 21. The 
damage to the building was given as 
about $3,000. 


New Spokane Stores 


SPOKANE, WasH.—Among the new 
shoe stores opening here are the C. E. 
Cheff store at North 6 Post Street and 
a new suburban shop at West 903 Gar- 
land Street by R. L. Cork. 


New Block Branch 


Tacoma, WasH. — Another Block 
Shoe store has been opened here at 23rd 
and Pacific Avenue, with B. M. Ross as 








manager. 





LIVING MODEL DISPLAY SELLS 1200 PAIRS OF HOSE 











Within, atop a long counter, another 
model, black masked and dressed in 
nifty black velvet shorts and shimmer- 
ing satin blouse displayed hosiery. 
Clerks reported that as the models 
changed hosiery during their rest time 
the new color displayed became at once 
the wanted shade. 

Three girls worked in relays, with 
fifteen minute rest periods from ten in 
the morning until closing time at six, 
for two days, and during that time 
1200 pairs of hose were sold. The idea 
proved the value of display. 





Sells Business 


Detroit—Joseph Kushner, operating 
a store at 10523 Mack Avenue on the 
east side, has sold out his business to 
Joseph Berman. Berman, who is a new- 
comer to the field as an independent 
store proprietor, will continue to con- 
duct business under the old name of 
C. Kushner. 





Honors Will Knight 


EUGENE, OreE.—Casper A. Lane, 
president of Eugene chapter of Pacific 
Northwest Shoe Retailers’ Association 
for the November meeting held what 
was known as “Sweetheart Knight” 
and the speaker of the evening was 
Will A. Knight, veteran shoester of 
Portland. In honor of his presence the 
assembled shoesters sang “Let Me Call 
You Sweetheart,” Will’s favorite. 


On World Cruise 


QuEeBEc—A. E. Marois, president of 
the A. E. Marois, Limited, shoe manu- 
facturers in this city, leaves New York 
Dec. 3. for an around-the-world cruise. 
He expects to be back about the first of 
April. 


H. W. Manserud in Tacoma 


SPOKANE, WasH.—H. W. Manserud, 
formerly of Pessemier’s, in Tacoma, is 
now in charge of the shoe department 
in the Palace Department store. 


















WHERE TO BUY 


Shoe Forms 


le ee ei A 


| Zarry Forms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 


FAIRYLITE 
Shoe Form Co. Ine., Auburn,N.Y. 


beetle eli i ie eli ie i i 


WHERE TO BUY 
Men’s Shoes 


A Ah eS 





Stacy Adams Co. 


Manufacturers of 


MEN’S FINE 

















A... GRADE ONLY” 


EAST WEYMOUTH, MASS. U.S.A. 








THE 


-s <i SHOE 
len’s Fine Shoes 

OLD COLONY SHOE CO 
Brockton, 
MASS. 





Boston | 
10 HIGH 8T. 




















PACKARDCO., 


“Tlettloton 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
HB. W. COOK, Presiden: 
Syracuse, 





N. Y. 
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UNUSUAL TREATMENT OF A SMALL STORE 


PHILADELPHIA—The A. S. Beck Shoe 
Store at 1305 Market Street offers new 
ideas in how a small store may be made 
effective. This store only handles men’s 
shoes and is just ten feet in width, but 
as seen in the above photograph every 
inch is utilized to the best advantage. 

The walls, throughout, are of red 
and black Fabrikoid, with white metal 
strips as decorative features. The ceil- 
ing is of ornamental plaster, decorated. 
All lighting is indirect. The chairs are 
of chromium metal, upholstered in 


Paramount Sales Convention 


On November the 18th the Para- 
mount Shoe Mfg. Co. held their annual 
convention of the sales force in St. 
Louis, with a banquet at the Coronado 
Hotel. The salesmen who attended 
were as follows: Arthur MacMcDonald 
who covers the West coast; Joe Russell, 
representative in the Northwest; W. 
A. Stewart of the Southwest; I. V. 
Dreyfus who travels the Southwest 
Central States; B. J. Cohn, the Central 
states; Charles Toppino, who covers the 
Southeast; Daniel L. Mayer and Ar- 
nold Klein, representatives in the East 
and Northeast; F. Doll, who sells Cen- 
tral America. 

This group was addressed by the 
Paramount President, Matthew A. 
Steis, his subject being “Twin Mer- 
chandise.” The welcome address was 
made by Sam Wolff of the Wolff-Tober 
Shoe Company. Morris Kalmon, sales 
manager, presented first prize for 
highest sales to Arthur MacMcDonald, 
a cocktail set; second prize to W. A. 
Stewart, a traveling radio set, brief 
cases being presented all the boys as a 
souvenir of the 1932 convention. A 
vacant seat was placed at the table 
honoring the memory of W. J. R. 
Thomas, who passed away in June, 
1931, while in the service of the Para- 
mount Shoe Company. 

According to predictions for the 1933 


green Fabrikoid. The floor is linoleum, 
of orange, black and green inlays. 

The usual shoe shelving has been dis- 
pensed with, being placed in the 
extreme rear of the store, behind a 
semi-circular display niche, with an 
access door on either side of the dis- 
play. In the front of the store there is 
a combination wrapping counter and 
floor display case, with a hosiery wall 
display case in back of this counter. 
All radiation has been concealed. The 
enect is novel and pleasing. 





season, Paramount Shoe Company will 
be one of the busiest factories in the 
city of St. Louis. The following slogans 
were adopted: the first suggested by 
Arthur Mac McDonald, the second by 
Charles Toppino: 

“If it’s a Paramount Shoe it’s the 
best shoe in town.” 

“Paramount shoes, the line with the 
mark-up to take care of the lines with 
the mark-downs.” 


Assumes New Duties 

Des Moines, Ia.—J. E. Williamson, 
manager of the Enna Jettick Shoe Shop 
here, has succeeded to the management 
of the Crandall’s Boot Shop, 801 Wal- 
nut street, filling the vacancy caused by 
Vic Meline’s resignation to become pro- 
prietor of his own store. Mr. William- 
son will continue also as manager of 
the Enna Jettick store, both stores be- 
ing under the same ownership, Heg- 
gen’s. 








Swaps Corn for Shoes 


INDIANAPOLIS, IND.—The old system of 
barter and trade entered the retail shoe busi- 
ness for the first time in Indiana when a farmer 
of Windfall made a trip to Tipton, Ind., and 
while there made a trade with a shoe dealer, 
swapping 100 bushels of new corn for a fine 
pair of shoes. 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 
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Helps you to “buy 
as you sell’ —to 
know whether each 
shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted styles and 
sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


HERE IS THE DIFFERENCE IN THE 
MERCHANDISING METHODS OF TWO MERCHANTS: 


The first took inventory only once a year. He was never sure about the value 
of his stock, and so paid the board rate for his insurance. 

The second merchant, through his perpetual inventory knew the approximate 
value of his stock at all times. His insurance policies carry the 90% co-insurance 
clause which, in his case, means a saving of 20% of his insurance costs. 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 
367 W. Adams Street 
Chicago, Illinois 
Gentlemen: 

Please send me samples and prices of your 
Stock and Daily Sales Card Record. 





When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Ballet Slippers 


a rhe i i ie te nd 





BLACK KID BALLET 
SLIPPERS 


Soft and Hard Toe 
Ladies’ 2% to 8 
Misses’ 11% 
Children’s 6 to 11 1.2 
Hard ae a LF 00 SHOR to Higher 


50 N. “th oe, Philadelphia 











WHERE TO BUY 
Dancing Shoes and Taps 





TAP DANCING 
THEO SLIPPER 
Steck Ne. 1210 
Patent Leather 
For Growing Giris 
D Widths—Sizee 3 te 7 
Price $1.25 
BLOG SHOE CO. INC. 


147 Duane 8t., New York C 








TAP SLIPPERS IN STOCK 


THOMPSON SHOE 
COMPANY 
St. Paul, Minnesota 

















IN-STOCK 
Style No. 13 


$1.65 


Misses’ Sizes, 11-2 
$1.55 











jt KENDALL SHOE COMPANY 
HAVERHILL, MASS. 


* 
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WHERE TO BUY 
Bowling Shoes 


si alin 


BOWLING 


SHOES IN STOCK 
combination 
Soles. Rubber 
Heels. Right 





Style No. 224 


Plus 10% 
Sanees noe MFG. CO. 
Swanson Ritner Sts., Philadelphia 
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Industry Pleads for Increased Duties 
on Rubber Footwear 


[CONTINUED FROM PAGE 40] 


sold here for 25 cents a pair; women’s 
gaiters, costing 51 cents a pair to make 
in the United States invoiced from 
Czechoslovakia at 39 cents a pair, 
while the range in a gaiter of another 
type was 59 cents against 42 cents; low 
tennis shoes, it was claimed, cost 29 
cents a pair to manufacture in the 
United States, 14 cents a pair in Japan, 
and the imported Japanese merchandise 
had wide sale in the Woolworth stores 
last season at 20 cents a pair, nine cents 
less than the actual cost of manufacture 
here; a shoe-style article of the same 
type is made here at 37 cents a pair and 
is landed here from Japan to sell at 
25% cents a pair; the popular sandal 
type for summer wear, consisting of a 
rubber sole and heel with multi-colored 
canvas top, was brought to this country 
at 1.34 a dozen pair, while costs of 
manufacture of a comparable article 
here was 32 cents a pair. 

Asked for a break-down of the items 
going into the manufacturing of this 
merchandise, Mr. Needham said 7.57 
cents would represent labor, 9.73 cents 
material, and the remainder overhead 
in a shoe costing 23.66 cents. 

As to comparative labor costs, he said 
men in Japan are paid about 46 cents a 
day, which must be taken in food orders, 
reducing the net to about 30 cents, 
against an average of $4 a day in the 


United States; women are paid 23 cents 
a day in food orders, making the net 
about 15 cents, against $2.50 to $3 here. 

Last year, he testified, the industry 
lost $6,000,000, and faces larger losses 
this year which will dictate reduction of 
payrolls unless something is done to 
assist the industry. 

John Francis Strauss, representing 
Bata A. S., Zhir, Czechoslovakia, after 
failing in his effort for a continuance, 
said his clients would file a statement 
which would dispute the invoice costs 
reported by the domestic producers. He 
did not produce witnesses. 

The testimony of Shohei Ishiguro, 
representing Mitsui & Co., New York 
importers of Japanese footwear, de- 
voted his entire statement to an argu- 
ment in support of his claim that the 
merchandise offered in evidence is not 
comparable, and that the reason the im- 
port sells at a lower price is because it 
is of a cheaper grade. He minimized 
the importance of the United States 
market for Japanese footwear, advanc- 
ing the statement that the sale of these 
goods is worldwide. 

The evidence adduced at the hearing 
and material which will be submitted by 
the conflicting interests and gathered by 
the commission in an independent in- 
vestigation will be considered in the 
formulation of a recommendation. 











Holds Citywide Sale 


PROVIDENCE, R. I.—Local shoe retail- 
ers had one of their best selling days 
when on Dec. 1 all mérchants co-oper- 
ated in Providence Day, an event that 
brought several hundred thousands of 
shoppers from all parts. Considerable 
advertising which offered special values 
plus the offer of free trolley and bus 
rides from the various Providence 
limits attracted shoppers. Practically 
all shoe retailers said they had an 
unusually good day. 

All shoe retailers had their Christ- 
mas displays trimmed, and all featured 
gift items. Theoretically, the day is 
held to start gift shopping off with 
an official opening. 


Shoe Man Makes Good 


SAN FRANcIScO—Edward T. Man- 
cuso, attorney at law opened his of- 
fice in the Hearst Bldg., San Francisco, 
Dec. 1, 19382. 

Seventeen years ago “Eddie” Man- 
cuso entered the employ of C. H. Baker 
Shoe Co., as an errand boy, delivering 
packages, using the bicycle then in 
vogue. Successive years saw him as 
stock: boy, salesman and then manager 
of C. H. Baker’s Post & sae Sts. 
store. 


All this time Mr. Mancuso was at- 
tending night schools overcoming all the 
hardships encountered by a self-edu- 
cated man. He passed the bar ex- 
amination three years ago. 


Albert Wachenheim, Jr., 
Enters Firm 


New ORLEANS, LA.—Albert Wachen- 
heim, Jr., son of the president of the 
Imperial Shoe Store, 739 Canal street, 
has just entered the firm as assistant to 
the president. Mr. Wachenhein, Jr., is 
30, the age at which Albert Wachen- 
heim, Sr., founded the business. He is 
a graduate of Tulane University, and 
has been connected with the Lane Cot- 
ton Mills and various other local en- 
terprises in preparation for his entry 
into the firm. 


Schwengel’s Sells Out 


SPRINGFIELD, ILL.—The remaining 
stock of the Schwengel’s Boot Shop, 125 
West Side of Lincoln square, was sold 
November 29 to the Lerner Sales Com- 
pany of Chicago. 

The purchasers will continue the sale 
which has been in progress for several 
weeks, until the stock is disposed of at 





retail to the public. 
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MODERN WINDOWS ARE FELT WINDOWS 


Now YOU, TOO, can have the New Style 
SHOW WINDOWS 


that carry Forceful 
Advertising 
done in 


FELT LETTERS 


Modern stores thruout America 
are turning to the use of Felt let- 
ters and simple backgrounds in 
decorating their windows to get 
the massed _ concentration, 
screaming headlines and simplic- 
ity which drives business into 
their stores. 





Now, thru a unique plan developed by 
Boot and Shoe Recorder, your shoe 
store window, too, can have all the 
advantages of Felt display at the re- 
markably low price of only $24.00 a 
year. 


You are supplied with sufficient felt 
letters, decorative sfrips and a panel 
background 30x48”. Every month, 2 
drawings come to you, showing exactly 
how to make more effective telling, 
selling window displays with Felt. 


In addition, each month you are fur- 
nished four up-to-the-minute phrases, 
enabling you to change the message in 
your windows, weekly—everything you 
need is at your finger tips. Letters are 
conveniently boxed—the drawing shows you ex- 
actly how to set up the display—and the felt letters 
require no adhesives—all you need to do is to press 
the letters firmly against the background and your 
display is ready to be placed in the window. 


The Greatest Stores of America Use This System 


Until the introduction of the cutout Felt Letters the average window had no way of putting over 
a message that could be read across the street. 80% of the passersby are in automobiles, 
buses, street cars and across the street. A window display fails of its purpose unless it 

is backed up with a good advertising message. The Felt Letter and Panel style of 

window dsplay enables you to introduce this message in the window in an attrac- 

tive manner and at the same time have it seen by 100% of the passing traffic. 


. 
. 
. 


i SOLD TO ONLY ONE SHOE STORE 
BOOT & SHOE RECORDER “-X 
MERCHANTS SERVICE DEPT. ‘ IN A COMMUNITY 


367 W. ADAMS ST., CHICAGO, ILL. BETTER WRITE FOR DETAILS AT ONCE 
Please send full details covering New Felt Letter : 


rnd Pant Window Diy — BOOT & SHOE RECORDER 


Merchants Service Dept. 
367 W. Adams St. Chicago, Ill. 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Spats 





helps—attractive packages. 
stock. Write today for samples to 
THE WILLIAMS MFG. COMPANY 
Portsmouth, Ohie, U. &. A. 





oo 


WHERE TO BUY 


Men’s and Women’s 
Slippers 


li ei il elena 














. &. CHASE & SONS, INC., 
W. §& SVRRHILL, MASS. 
in Steck 


Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.60 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket $1.35 
Zipper Pocket $1.50 










Full Leather 





Men’s 
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WILBUR K. 
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WHERE TO BUY 


Riding Boots 





RIDING BOOTS 
‘ IN-STOOK 
For Men, Women and 
Children—also 
Jodhpurs and Field 








Boots. 
Write for catalog, 

















>» ON THE SELLING END q 








Wisconsin Travelers Meet 


The best and largest attended meeting 
of the Wisconsin Shoe Travelers As- 
sociation was held at the Hotel Plankin- 
ton, Milwaukee, Nov. 25. “Lap” Imig- 
was was the principal speaker. Elec- 
tion of officers is to be held Wednesday, 
Dec. 28, and the following men have 
been nominated: 

For President, Edward P. Schmidt: 

First Vice-President, H. W. Klos. 

Second Vice-President, F. M. Jones. 

Second Vice-President, Geo. Norris. 

Secretary and Treasurer, C. W. John- 
son. 


For Board of Governors, Arthur |. 


Manasse, Paul Becker, Irving Telling, 
Aug. Hoefs, Henry D. Kuehn, John U. 
Leuenberger and John Kowalsky. 





To Petition Manufacturers 


TACOMA, WASH.—At the recent meet- 
ing of Tacoma Chapter of Pacific 
Northwest Shoe Retailers Association, 
it was decided that a committee of 
Tacoma dealers including Don Mce- 
Donald, W. H. Harbke and Phil Berg 
to submit a report to the National Shoe 
Retailers Association and after their 
O. Key to be sent to shoe manu- 
facturers asking them to standardize 
their prices; to have one price for a 
season’s footwear. It is believed this 
will protect the early buyer from com- 
petition with those who have bought 
later in the season at lowered prices. 





Quitting the Road 


Having arrived at the ripe age of 96, M. F. 
Crouty has decided to retire from the road 
selling shoes and let some of the younger 
fellows see what they can do. Specifically he 
has in mind his son Jim, whose office is in the 
Marbridge Building, New York City. Mr. 
Crouty started in the shoe business 84 years 
ago and has regularly covered the territory 
east of the Mississippi. Even the loss of an 
arm, several years ago, did not keep him off 
the road. Only lately he gave up selling for 
the Hampton Shoe Co., of Newburyport, Mass. 





Stanley Olshwanger Makes Trip 


Stanley Olshwanger of the St. Louis 
Novelty Shoe Company has just re- 
turned from a three weeks’ business 
and pleasure trip on the Western Coast 
as far as Los Angeles, Calif., then tak- 
ing in Agua Caliente, Juarez and Tia 
Juana, Mexico, returning via the South- 
ern route through Texas. 


Holds Suicide Sale 


NEW ORLEANS—Surfeited with sales of 
all kinds, residents of Jackson, Miss. were 
startled the other day by the announcement 
of a Suicide Sale at Buckley’s shoe store, a 
pretentious establishment located in the Mis- 
sissippi metropolis. The firm advertised 800 
pairs of ladies shoes, values up to $8, at 99 
cents a pair. 








Christmas Promotion Idea 








JUST.- $Zae -_ RECEIVED 
ALSO $5 
Hundreds of NEW MEN’S SHOES, style 
and quality that is a real dollar for dollar 
value and challenges comparison with any 
other shoe in this city at the price. 


@ 

Give things to wear this Christmas. Shoes, 
slippers, rubbers, hosiery, spats, trees, and 
garters make sensible gifts for men and boys. 
See our windows today and then make your 
selection. Free packing. 


® 

wo VIRANIO x 

TY FOR EN Suit 
Badetark Resictered. 


San Pedro, Calif.—V. Trani is making a strong 
bid for extra Christmas business by sending out 
a postal card to a selected list. As he specializes 
in shoes for men and boys, he has this to say in 
his message :—‘‘Give things to wear this Christ- 
mas. Shoes, slippers, rubbers, hosiery, spats, 
trees, and gaiters make sensible gifts for men 
and boys. See our windows today and then 
make your selection. Free packing.” 








Tanners Aid Traveler's Fight 


The National Shoe Travelers’ Asso- 
ciation in its campaign for the re- 
issuance of an interchangeable mileage 
book at rates below the general basic 
rate has received the cooperation of the 
Board of Directors of the Tanners’ 
Council of America, the Council has for- 
mally endorsed the campaign which is 
being actively put forth by the Trav- 
elers. 


Dyche With Feder Gregg 


George Dyche, veteran shoe traveler 
on the Coast is now covering the terri- 
tory for Feder Gregg Shoe Co. of Cin- 
cinnati. He will cover the territory 
from Denver west. 





James Shoe Co. Representative 


A. (Abe) Burnell is now handling 
the lines of James Shoe Manufacturing 
Co., covering the states of Washington, 
Oregon, Idaho, Utah and Montana. 





Chambers Moves to Indianapolis 


INDIANAPOLIS, IND.—George Cham- 
bers after closing the Ground Gripper 
Shoe Shop in Des Moines, Iowa, which 
he managed, has now taken over the 
same duties at the Ground Gripper Shoe 
Shop in Indianapolis. 
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Where Convenience Counts ~~ ~ 


You are overlooking a decided sales advantage 
if you are not stressing the advantage of lacing 
hooks on boys’ shoes. Boys like them because 
they are quick and easy to lace. Their mothers 
like them because the boy can be taught to 
look out for his own shoes . . . Stress these ad. 
vantages with your customers . . . They mean 
readier sales. 


TUBULAR RIVET AND STUD CO 
United Shoe Machinery Corporation, Selling Agents 
140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


CING HOOKS 


When writing advertisers please mention Boot and Shoe Recorder 








WHERE TO BUY 


Children’s Footwear 





High Grade 


Goodyear Welt 
Shoes in Stock 


CHILD LIFE SHOE- 


MAKERS, Inc. 
@) CEDAR GROVE 





THE COMPLETE LINE 
OF HIGH GRADE 
CHILDRENS SHOES 


TO RETAIL AT POPULAR PRICES 


f 


7Q xC/usively BY 
Maiathon Shoe Co; 


WAUSA SIN 
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WHERE TO BUY 


Sport Footwear 





OBITUARY 





William E. Shine Dies 


BIRMINGHAM—William E. Shine— 
the man everybody in the shoe business 
in Alabama knew—is dead. He died at 
his home here last week after two years’ 
illness, and funeral services were con- 
ducted from St. Paul’s Catholic Church. 
He was 57 years of age. 

He was connected with the Guar- 
antee Shoe Company for many years, 
and for 25 years had served as presi- 
dent. During 1928 he was president of 
the Southeastern Shoe ‘Retailers Asso- 
ciation. He also had a part interest in 





the Walk-Over stores in Montgomery 
and Mobile. 

The Guarantee company operates a 
number of stores, which at one time 
included stores at Gadsden, Bessemer, 
Ensley and Birmingham. It is one of 
the most prominent shoe stores in 
Alabama. 

Mr. Shine was always interested in 
the civic life of Birmingham from the 
time he came here 30 years ago from 
Springfield, Mo. He was a member of 
the Birmingham Chamber of Commerce 
and had served four terms as grand 
knight of the Birmingham Council 
Knights of Columbus. In addition he 
held offices in the Birmingham Retail 
Shoe Dealers Association, which has 
been inactive since his retirement. He 
was always on hand, when active in 
business, at the national conventions 
and had many friends throughout the 
country. 

He is survived by his wife, three sons, 
William, Harold, and Henry, all of Bir- 
mingham; his mother, Mrs. Jere Shine, 
Wichita, Kans.; two brothers, Jere 
Shine, Montgomery, and Tom Shine, 
Mobile, and six sisters. 


Thomas Conner 


ELwoop, IND.—Thomas Conner, 72 
years old, for some years in the retail 
shoe business here, died in a loca] hos- 
pital after an illness of several weeks. 
Funeral services were held at the St. 
Joseph’s Catholic church, of which he 
was a member. He is survived by four 
children. 


BOSTON BRIEFS 


At Thayer, McNeil—gold and silver 
wrappings for shoe boxes, tied with 
wide, shiny bands of Christmas red or 
green—or wrappings of Christmas 
green and red, tied with wide and shin- 
ing bands of silver or gold 








At Arlace—a book, so it looks, title 
in gold letters, “What Every Woman 
Loves”—within hosiery—it’s not. a book 
after all, nevertheless, a Christmas de- 
light. 

At Coward’s—a handsome box of rich 
wood, hosiery within, and the hosiery 
being taken out after Christmas, the 
box becomes the receptacle for a bridge 
set. 


Bass ski-boots, at $5 per pair, in 
sporting goods stores, offer a thought to 
the man who would go skiing; also to 
he who would keep his feet dry when 
walking along the streets in stormy 
weather. 


“Nite-life” sandals at Filene’s, of 
gold, silver, and fabrics, to match rich 
raiment, a hundred and one patterns, 
and no two alike. Individuality, as sure 
as shooting. 


At Slattery’s, ski boots and ski 
clothes step into high society. One bet 
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“Quality” Ad Campaign 





the joys of perfect fit, rich fabrics and distinctive fashions just can't 
find in inferior merchandise! 

And we, of Slattery's, take this opportunity of welcoming this new “Q” of Quality, for it 

sents the time-honored standards of fine merchandising to which the House of y 

snswervingly adhered daring its 65 years of existence! 


Slatterys 








.. 





Boston, Mass.—Emphasizing the new qual- 
ity campaign launched by the 3,800 members 
of the N. R. D. G. A., Slattery’s, one of Bos- 
ton’s leading department stores is using news- 
paper advertising in which it features the 
slogan and trade-mark adopted by the dry 
goods group, sponsors of the new quality 
build-up. 








is that some of the girls who take dicta- 
tion will step into the office, a snowy 
morn, clad in ski clothes. 


In the sub-sidewalk store, at $2 a pair, 
shoes that once were bargains at $10 a 
pair and up—that’s what becomes of 
the styles of yesteryear. 


Raymond continues the game of 
mate-’em-up. Shoes at 50 cents a shoe 
in a heap—find the mate and get a pair 
for $1. Not exactly Monte Carlo; 
nevertheless, there’s a keen crowd 
around the table. 


At Hanan’s—shoe pads (forms of 
vamps) of rich velvets, a pair to a hand- 
some box. Very tempting to Christmas 
shoppers! 


“Women” was the answer, ten times 
in ten cases, to the question, “Who buys 
the most Christmas slippers?” But 
answers differ as to whether man or 
woman wears the more. It seems that 
a lot depends upon how much the gentle- 
man stays around the house. 


To Discontinue Akron Store 


Axron, .On1I0.— Announcement is 
made that the National Shoe Company 
will discontinue its store at 79 S. Main 
Street, soon after the first of the year. 
A stock disposal sale now is in prog- 
ress. 
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Ostrov on Governor’s Staff 


AKRON, On10—Louis Ostrov, presi- 
dent and treasurer of The Louis Ostrov 
Shoe Co., of Akron, Ohio, has been ap- 
pointed aide-de-camp on the staff of 
Governor Ruby Laffoon of Kentucky, 
with the rank and grade of a colonel. 





LOUIS OSTROV 


The Louis Ostrov Shoe Co., operate 
a chain of shoe departments throughout 
the states of Ohio, New York, and Ken- 
tucky with headquarters in Akron. 
The Akron shoe executive became ac- 
quainted with Governor Laffoon several 
years ago. 

ESE ae 


Takes Larger Quarters 


St. Louis—I. Mathes & Sons Shoe 
Co., prominent wholesale shoe distribu- 
tors of St. Louis for the past 35 years, 
moves to its new home at 1314-16 Wash- 
ington avenue, about January Ist. 

They will occupy an entire building 
—approximating some 25,000 square 
feet of floor space. 

A full and comprehensive line of 
women’s novelty footwear has been 
added to the long line of men’s, boys’ 
and children’s shoes now carried. This 
new line necessitated the move to larger 
quarters in addition to a large expan- 
sion program as announced by “Bob” 
Mathes, vice-president of the concern. 

The sales staff is rapidly being organ- 
ized and assembled and will be ready 
for the road shortly 


— 


Rubber Threads 


LONDON, ENG.—The U. S. Rubber 
Co. and the Dunlop Rubber Co. have 
formed the Dunlop, Revere Thread Co. 
of London, to develop the manufacture 
and sale of rubber threads. Hitherto 
all rubber threads have been square, 
being cut from fine sheets of milled 
rubber. The companies now have a 
new method for making round threads 
of rubber as a latex product. The 
U. S. Rubber Co. also has a method 











Booster Party at Stetson’s Chases Old Man Depression 








SoUTH WEYMOUTH, Mass.—Old Man 
Depression and his side partner, Pessi- 
mism, were chased last Thursday night 
at South Weymouth by about 500 
Stetson Shoe employees and their 
guests at the first Semi-Annual Stetson 
Booster Party held in the Auditorium 
of the Stetson factory. 

This party was held in connection 
with the Semi-Annual Sales Confer- 
ence which was attended, during the 
past three days, by the Stetson sales- 
men from all over the country. A key- 
note of optimism was struck during 
the sales conference and the dancing 
party brought this encouraging feel- 
ing to practically the entire working 
force of the company. 

The entire affair was under the per- 
sonal direction of the new Stetson 
salesmanager, George H. Bernheisel, 
assisted by an employee’s committee 
headed by Henry Hersey and Flora 
Blenis. The Auditorium was tastefully 
decorated with signal flags, each one of 
which was carefully selected to signal 
fair weather ahead. The flags were 
reminiscent of the Military Balls held 
the past two years by the Legion Post 
in Weymouth. 

Music was by George William 
Ventre’s Stetson Radio orchestra 
dressed up in the famous Red and 
White outfits of the Weymouth Amer- 
ican Legion Band which featured Stet- 
son Shoes on the air for a long period. 


March headed by the officials of the 
Stetson Shoe Co., old dances, Paul 
Jones, Virginia Reels, etc., and plenty 
of modern lively dancing for the 
younger people. Refreshments were 
served everyone present. 

Samples of the newest creations in 
Stetson and Arnold Shoes were dis- 
i on two tables at the rear of the 
hall. 

Among those present were A. W. 
Little, President of The Stetson Shoe 
Co., Inc., whose home is in Orange, 
N. J.; Stanley Heald, Vice-President 
and General Manager, South Wey- 
mouth; E. T. MacBride, Treasurer, 
South Weymouth; George Harger, Gen- 
eral Manager Stetson Retail stores, 
New York City; J. W. Melville, Presi- 
dent and Treasurer Stetson Shoe Shop 
of Milwaukee and also Middle West 
Travelling representative; B. M. 
Brewer, representative in New York 
and Pennsylvania; S. W. Merrill, New 
England; and A. K. Forrest, travelling 
representative in Ohio. 

An extra feature of the evening was 
the appearance for the first time of 
the Stetson Booster Quartet, consist- 
ing of Thomas Cuthbert, Walter Brady, 
Art Bowdoin and Henry Danubio. This 
selection was followed by a solo by 
Henry Danubio. 

The evening closed with the playing 
of “Good Times are Coming” and 
everyone left the factory feeling that 





Special features were the Grand 


Anticipates Seasonable Activity 


BALTIMORE, Mp.—An upward swing 
in_retail shoe activity in Baltimore, 
Md., is reported by a number of repre- 
sentative shoe merchants and shoe de- 
partment managers. Thanksgiving holi- 
day social activities have been respon- 
sible for some fine shoe movement, it 
is reported. The approach of Christ- 
mas with its numerous social activities 
is believed to be also responsible for 
the retail shoe business improvement. 
Patents, suedes and kidskins are 








A New Item of Interest 


Chicago—A large show-card in the window 
at |. Miller’s announces; 
A striking repetition 
Dye your bows 
To match your gown 
To match your heels 
To match your purse 
Shoes are used to illustrate this effectively. 
Green shoes with brown bows and heels, blue 
shoes with red, white shoes with red, with 
brown and with other colors are displayed. 
The bows are in velvet, satin or grosgrain. An 
arresting fashion note is struck here in sug- 
gesting the white shoe with trimmings to 
match rather than the shoe dyed to match the 
gown. 
Velvet bows in various colors are sold sepa- 





for making elastic threads, in which 
rubber is combined with cotton, silk or 
other textile fibres. 


rately for one dollar. 











Depression was down and out 








favored in present activity as are also 
black and brown shades. While shoe 
merchants and shoe department man- 
agers do not look for the Christmas 
shoe business to be equal to that of 
other years, nevertheless they look for 
some good movement. 





Talks to Canton Merchants 


CANTON, OnI0 — Retail merchants, 
representing virtually every downtown 
retail store, heard Richard R. Sher- 
rington, sales and advertising manager 
of the Selby Shoe Co., review the im- 
portance of sales relations with the buy- 
ing public. It was the most unique 
meeting ever held here. 

For the first time in Canton, prob- 
ably the first time in Ohio, employers 
and employees, not of one store organ- 
ization but of all store organizations, 
met to hold a clinic on mutual problems. 

“Each store in Canton bears a close 
relationship to every other store, and 
all of the stores together make the 
composite picture which the buying pub- 
lic studies to determine whether or not 
it measures up to the ideal shopping 
center,” Sherrington said. 

“The tendency of shoppers, as a re- 
sult of the depression psychosis, to seek 
low-priced merchandise has created in 
the minds of the sales people an un- 
founded fear of offering real quality.” 
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WHERE TO BUY 


W omen’s Shoes 
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CUSHION SHOES 


FOR WOMEN ‘a 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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Best Shoe Stores Expanding 


BALTIMORE, Mp.—The Best Shoe 
Stores, Inc., of Baltimore, Md., have 
opened another local branch store, lo- 
cated at 430 East Baltimore Street. 
This makes several establishments oper- 
ated by the concern which was organized 
several months ago. The main store is 
at 110 East Baltimore Street. A branch 
is operated at 1235 West Baltimore 
Street and another at 531 South Broad- 
way. Men’s and boys’ shoes in a pop- 
ular price range are carried exclusively. 
Hosiery also is carried. 





Gets Good Order 


ZANESVILLE, OHI0O,—The Ohio Shoe 
Corp. announced that orders have been 
received which will necessitate the 
installation of additional shoe making 
machinery and give employment to 
several hundred of workers. One 
order for 100,000 pairs has been booked. 

The daily production is expected to 
reach 3000 pairs daily soon. 


Has Succesful Sale 


BoongE, Iowa—The Reece Shoe Com- 
pany who operate two shoe stores here, 








» TRADE DOINGS ¢ 








Sales Tax Worries 


BIRMINGHAM, ALA.—Five southern 
states will probably consider the sales 
tax plan when Legislatures convene in 
these states this year, according to a 
survey. These states include Missis- 
sippi, Louisiana, Alabama, Tennessee 
and South Carolina. 

Mississippi last year voted in a two 
per cent sales tax and this plan has 
attracted southwide attention among 
politicians, because the plan has 
brought in more money than originally 
expected by authors of the bill. But 
not being satisfied with a two per cent 
tax there is underway in Mississippi a 
plan to raise this tax to three per cent, 
the additional amount to go to the 
counties. This movement is being op- 
posed hotly by merchants. 

Walter G. Query of Columbia, S. C., 
has been in Mississippi making a study 
of the plan for the governor of South 
Carolina, which will be presented to 
him upon Query’s return to the state. 

It has also come to light that Repre- 
sentative J. Ed. Gervin, of Knoxville, 
Tenn., will probably prepare a sales 
tax bill to be introduced at the coming 
session of the Tennessee Legislature. 
Gervin, according to reports, favors a 
five per cent sales tax which would re- 
place other forms of taxation. He 
would divide the income by giving one 
cent to the state, one cent to county and 
three cents to cities. 

The Alabama Legislature will also 

consider again a sales tax bill at the 
next session. A second special session 
may be called and the plan discussed at 
this time. Two other bills were killed 
at the first special session in favor of 
an income tax, but this was voted down 
overwhelmingly at the polls as it re- 
quired a_ constitutional amendment. 
No vote is necessary on a sales tax bill. 
Louisiana is finding difficulties in 
meeting its financial obligations and 
there is talk of a sales tax in that state 
at the coming session. 
With Congress also considering a 
sales tax which would be added to state 
taxes, merchants in the South are be- 
coming quite a bit worried over the 
prospects. Increased taxes will cause 
many of them to go out of business, it 
is feared. 


Steigler Suffers Fire Loss 


DANSVILLE, N. Y.—Fire of undeter- 
mined origin all but wiped out the re- 
tail shoe establishment and building 
owned by Joseph Steigler, causing 
damage estimated at $25,000. 

Water and intense heat damaged 
merchandise untouched by the flames, 
which did not penetrate to the store 
front or display windows because of a 
retaining wall. No definite date was 
set for reopening in temporary quar- 
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Brouwer Celebrates Anniversary 


MILWAUKEE, Wis.—Celebrating their 
30th anniversary, Brouwer’s, Milwau- 
kee’s famous shoe store, is using half 
page ads which speak for themselves. 


Sova Clrdrate/ 
We Are 30 Years Old 


the Baan’ and. Wensa, Beye ned Gets cf Wise. 


‘We want to celebrate ins different way bic your. So. instead of prewenting » tim- 
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Note how Brouwer brings out the dif- 
ference between 1931 and 1932 prices 
of shoes and other goods. Also note the 
offer of free parking which is one of 
the problems in the downtown district. 
The public response to this sale was 
gratifying. 





Likes Her Shoes 


Boise, IpAHO.—The Enna Jettick shoes 
were given a big boost during the an- 
nual cooking school conducted by “The 
Daily Statesman.” The attractive 
teacher of the culinary art, Miss Hester 
Heath, wore this make of shoes every 
day and called the attention of her 
many hearers to her shoes. 





Gives Hosiery Away 


Boise, IDAHO.—The Mode Shoe store, 
under the able management of Albert 
Pessemier recently displayed in their 
attractive windows the Foot Saver and 
“J. & K.” shoes for street and Pincus 
& Tobias dress shoes at $10 a pair. For 
three days this store also gave away a 
pair of silk hose with each pair of 
shoes selling at from $5.85 to $10. 





Retailer Reports 40°/, Increase 


Ames, IowA—E. G. Stouffer, who 
operates the shoe department in the 
Fair Store, reports a 40 per cent in- 








report a successful sale last week. 





ters pending rebuilding. 





crease in business over last year. 
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WELCOME 


QUALITY! 


[CONTINUED FROM PAGE 37] 


sumer has passed in his mental re- 
actions to quality and price through the 
period of depression thus far. By now 
most of these consumers are quite thor- 
oughly convinced, on the basis of their 
own experience, that it isn’t possible, 
even in these times, to purchase a high 
quality product in the lowest price 
range. They are further convinced 
that the satisfaction, service and ulti- 
mate economy that can be derived from 
a quality shoe cannot be had from a 
cheap shoe. There is abundant evi- 
dence that the fear complex that ob- 
sessed consumers up to last Summer 
has given place to a reasonable degree 
of confidence. From now on customers 
are likely to exhibit a buying behavior 
more nearly approaching the normal. 

But what about buying power? some- 
body asks. Truly enough, the steady 
attrition of economic forces has been 
wearing down the resources of con- 
sumers, through the long months and 
years of depression. But there are 
some compensating factors to be con- 
sidered. Like most of the other dis- 
integrating economic forces, this factor 
has about spent itself. Men and 
women now employed, whether as wage 
earners, salary workers or engaged in 
businesses of their own, can now look 
forward more hopefully to a preserva- 
tion of their present incomes and the 
possibility of improvement. Future 
changes which affect them are likely to 
be for the better rather than for the 
worse. 

By now, consumers have been able 
to make readjustments in the more 
stable elements entering into their 
costs of living, such as rent and other 
items of overhead expense, so that 
there is a better relation between pres- 
ent incomes and expenditure. This 
tends to make more money available 
for items like clothing and shoes, on 
which there was a sharp curtailment at 
first. 

Prices on quality shoes have come 
down to such a marked degree that the 
better grade footwear today appears 
relatively low in price by comparison 
with the prevailing price levels of a 
few seasons ago. This is an important 
factor, likely to have a material bear- 
ing on the situation. And it is a fact 
that has not been adequately presented 
to the consumers through retail ad- 
vertising. 

Consumers today are undoubtedly 
more receptive to the idea of good mer- 
chandise, fairly priced, than they have 
been at any time since the beginning 
of the depression. They are more dis- 
posed to welcome quality and to pay a 
reasonable price for it. But they are 
confused in their own minds as to 
where quality is to be found and what 
it should cost under today’s conditions 
of production and marketing. Old 
standards of grades and prices have 
been swept Aside. Consumers look in 
vain for many of the old sign posts. 
Even trade names and the ‘reputations 








of merchants and manufacturers mean 
less because so many of them have 
changed their grades and quality 
standards. 

So it remains for the merchants and 
manufacturers who make and sell 
quality merchandise to undertake a re- 
education of the consumer, not only in 
the merits, advantages and true econ- 
omy of quality, but in where it is to be 
found, how it is to be recognized and 
at what price it can fairly be offered 
for sale. Such a re-education of con- 
sumers’ through consistent, well 
planned and effectively presented ad- 
vertising is the first necessary step 
toward bringing quality back. 





Hosiery Goes Christmasy 


[CONTINUED FROM PAGE 38] 


of Moiree, which may be later used as 
a cigaret holder or ash receiver, when 
filled with a pair of rolled stockings 
which are tied with a narrow Christ- 
mas ribbon is a good eye catcher. This 
is illustrated at the left. 

Along this same idea is a glass box; 
this will hold several pairs of hose and 
will serve as a dressing table fixture. 
Incidently, these items are sold with 
the hose, and so materially contribute 
to the sales volume. 

Next in importance is the box which 
is given away at this time. These cost 
more than the usual Christmas box or 
hosiery chest, but they are worth more 
in that as they are so well made and so 
attractive, that they will last for a long 
while. The ones used are covered with 
a suede finish paper and come in three 
popular colors. Paper initials which 
we buy from Dennison makes this an 
individual present. When these. boxes 
leave our hosiery department, they are 
all ready for the tree, in that they are 
decorated with Christmas seals, wrap- 
ped in clean tissue paper and tied with 
fancy ribbon. This is a service which 
is much appreciated by our trade, in 
fact it has become such a fixed part of 
our way of doing things that many 
casual customers have become perma- 
nent ones, they tell us. 

Buckles, slipper trees, belts, hand- 
bags, particularly our new small, smart 
Debutante bags, readily lend themselves 
to this holiday gift promotion. Take 
a small set of button hooks, shoe horn 
and tie with a Christmas ribbon, or 
even some bridge ribbon—that is, rib- 
bon having hearts, spades, diamonds 
and clubs, and it is surprising how the 
people will pick them out. 

Shoe stores have a much better 
chance of doing individual promotion 
of this sort than some of the larger 
department stores, for the reason we 
not only attract the women, but the 
men. Men will come in a shoe store 
and buy stockings, where he will fight 
shy of going in a strictly women’s 
store. Then when he finds a place 
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where his package is all “fussed up” 
for him, he is deeply grateful. 
In this store, all take a real interest 


in the hosiery department. The man- 
agement requires that all shoe cus- 
tomers be interested in hosiery at the 
fitting stool. Usually the boys bring 
the customers to the hosiery depart- 
ment, but sometimes we go to the cus- 
tomer while she is seated buying shoes. 
As the boys get the same commission 
on their hose sales as they do on shoes, 
they have a good reason for remember- 
ing to mention hosiery in such a way 
as to make the sale. 

There are several little things which 
have been tried out here in the way 
of selling hosiery that has helped a 
great deal in making the sales easier 
and surer. 

Unquestionably the first is the trick 
of knowing how to sell hose and to 
ask but very few questions. Those 
questions are of such leading nature 
that they will induce a customer to 
buy and not to refuse. 

A proven method is for the hosiery 
salesperson to slip a hose on either 
hand, then to extend the hands with 
this question, “Do you prefer this 
weight—or this one?” Immediately on 
getting the answer, the next logical 
step is to show a range of three colors, 
a light, a medium and a dark shade. 
A customer will invariably pick the 
shade which appeals to her. 

Now the weight and shade problems 
have been quickly and painlessly set- 
tled. Unless the customer raises the 
size question, that is not mentioned, 
as we know the size she should take, 
for that information is gained from 
the shoe sale. This allows the cus- 
tomer to concentrate on the shade, 
without going through any great 
amount of fussing. 

So far in the hosiery sale, the cus- 
tomer has only been at the counter for 
less than a minute. She is not tired 

[TURN TO PAGE 64, PLEASE] 





Making Windows Sell Shoes 


[CONTINUED FROM PAGE 28] 


vetyn or other materials adapted to the 
purpose are being extensively used to 
give the colorful effects now so much 
in demand. Color is a powerful factor 
in getting attention, and attracting the 
notice that leads to sales. This has been 
strikingly demonstrated in the 34th 
street shoe section, West of Broadway, 
New York, where there is a group of 
stores that vie with one another in pro- 
ducing window displays that are color- 
ful to the point of the spectacular. 
Brilliant window displays account for 
a large part of the sales promotion ef- 
fort of these stores. 

Whatever the means employed, mod- 
ernization of the shoe store is a vitally 
important factor in today’s selling, and 
however much or little it is able to 
spend, every store should strive to the 
best of its ability to keep in step with 
the new tempo in selling merchandise 
through eye appeal. 
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The Finest Show Card 





—the most colorful 
—best shoe selling 
Window Display Cards! 


Did you look at your windows this morning? If you were the 
prospective customer, would they “sell” you? 


Too many trims are given over to selling some manufacturer’s 
line or brand. Are yours? 


RECORDER window display cards are created each month to 
build “good-will” for you, your store, and to sell merchandise. 


They are colorful, artistic, pleasing to the eye, typical of the 
seasonal atmosphere of the month, thus giving the trim a bright 
fresh appearance. To sell something, you must say some- 
thing. RECORDER cards do this for you and your store. They 
are your first “interview” with your propective customer, tell- 
ing him or her that you have good merchandise, at fait prices, 
with courteous service. 


Recorder Display Cards will double the value of your windows, 


and windows are said to be worth 80% of the rent! 


we Samples will be sent on request 


> DECEMBER 










Light green board with fine white di- 
agonal lines; design in red, gold, and 
white; text in black. 


DECEMBER CARDS 
Complete Texts 
sent on request: 
4 cards—Women’s Shoes 
3 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
5 cards—With general Christmas 
selling messages. 
Single cards—60c. each 
Without text—35c. each 
Special Introductory Service 
3 cards, with 50 blank tickets 
without card holders at $1.50 
per month 


ly On Annual Contract—Two 
Holders Supplied 



















PRICE TICKETS—Rich Assortment—Always In-Stock 





Attractive, 












a 





















R 
























Colorful 
Hand-Lettered 
Price Tickets 


In all denominations 
and blan 


D—Modernistic, 3-Way two 
tone, Purple with gold 
edge or red with black 
edge, on white. 

6 dozen, $1.25 
12 dozen, $2.00 


All other price tickets illus- 
trated are in two or more 
colors, 


6 dozen, 33:25 
12 dozen, $1.50 


J—Adjustable clips for price 
ickets. 











K—Shoe Carton Tickets 
$3:25 per 500 
2.25 per 1000 


MANY OTHER 
PRICE TICKETS 
IN STOCK 
ALSO: Profit Charts Daily 


Stock Record, and Financial 
Record Systems. Ask for 




















|. Samples. 
gseneecan Check with Order— 
K : For odd price ticket denom- 


inations not in stock and 
hand lettered, 15¢ per dosen 
additional. 














FREB—<A Profit Chart, pocket size, with each order of (24 doz.) price tickets; clips or carton tickets. 
A I EI TS SITIO I A SP 


When writing advertisers please mention Boot and Shoe Recorder 
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Service in America! 





HOLDERS— 


Oval base—burnished gold— 
3 color trim 


Harmonize with the finest of 
window display fixtures. 


* and 
Comfortable 
: too, % r 
Annual Display Card 
Service includes: 


“Store Window Bulletin,” sup- 
plies merchandising and dis- 
play suggestions each month. 
Special Cards, with wording as 
wanted. 

Exchange of Cards: Annual 


card service subscribers may exchange any cards received for others 
of the current month whose texts better cover their merchandising 


program. 
Price Tickets: Blank tickets matching the current month’s cards, supplied free; neat tickets with prices as 
wanted, but which do not match the show cards, also supplied annual card subscribers free; tickets with prices as 
wanted which match the cards are 50c per 100 additional. 


Exclusive Franchise is given with annual card service to one merchant in an average size town, suburb or city 
shopping center. 


TWSSSSSSSSSSSSSSSSSSEUVSSSSeeeeaoeCcaanea 


COUPON 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, III. 


Please enter our order for the Recorder “Selling 
Messages” card service No. for one year. 
consisting of cards, each month and 

art card holders, with the first month’s service, be- 
ginning with cards for December for which we wi 
pay % per year, payable $ per month. 
For cash in advance full year’s service, 5% discount. 


Select the 
Service You Wish— 
Then Mail Coupon 


13 hand designed cards each month, each 
Service with different sales messages, die-cut tops, 
colorful, artistic, size 9 by 12 inches; with 
No. 1 100 blank price tickets to harmonize with 
$5.00 service cards each month (or with prices im- 
printed, selection of prices as wanted, 50c. 
Monthly per month additional). Also 6 card holders 

with first month’s service. 

Service Service 
9 cards No. 3 7 cards 


100 blank price tickets $3.00 50 blank price tickets 
4 card holders Monthly 2 card holders 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 


(Cross out lines not carried.) 


Printed Price Tickets:— 


$ $ 


Checks from foreign subscribers must be drawn 
on United States banks, or include exchange. 


Merchants Service Dept. 
BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, Il. 








When writing advertisers please mention Boot and Shoe Recorder 
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CLAV/IFIED ano WANT AD | | 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
WEET . wwe oe 

















SALESMEN WANTED 


LINE WANTED 


FOR LEASE 








HANNAHSONS WANT— 

HUSTLING SALESMEN with cars to sell In- 
Steck Novelty Shoes in widths AAA—C to 
retail at $2.00 and $3.00. Must have depart- 
ment store and live retail following. Commis- 
sion basis with bi-monthly settlement. List 
accounts now selling with application. 


HANNAHSONS SHOE COMPANY, 
Haverhill, Mass. 








ALESMAN WANTED to carry short line 

of true Moccasins as side line, our prices 
are right. Address Bows Moccasin Shoe Com- 
pany, Avon, Mass. 





IVE SHOE SALESMAN. Side line smart 
novelty ladies shoes, $2.00 retailers. Two 
bags, straight commission. Advise in confidence 
whose non-conflicting line now carrying. Ad- 
dress D-212 care Boot and Shoe prereer, 239 
West 39th Street, New York, N. 





Attention! SALESMEN of ABILITY. 


EXPANSION PROGRAM of old established, 
prominent St. Louis in-stock house dis- 
tributing strong and com lete lines of women’s 
Novelty Footwear and Men’s Dress and Work 
shoes in popular priced grades offers permanent, 
profitable traveling positions to A-1 salesmen. 

All territories are open! Applicants must 
have following of good rated accounts. 

Salesmen may carry either men’s or women’s 
or both lines. Straight commission basis until 
ability proven. Splendid opportunity for live 
go-getters. 

ive age, road record, past experience and 
references. Address D- 218, care Boot and Boe 
Recorder, 239 West 39 Street, New York, N. 


WANTED popular priced line of ladies’ novelty 
shoes for Southern California on commis- 
sion basis. Have had road experience. Barton, 
237 So. Flower St., Los Angeles, Cal. 





SALESMAN—Large following among chain 
shoe stores, department stores, shoe finding 
jobbers, dollar chain stores, syndicate buying 
eee, in New York, Philadelphia, Balti- 
more, part of New England and Pennsylvania, 
desires any good line suitalle for above trades. 
Address D-216, care Boot and Shoe Recorder, 
239 West 39th’ Street, New York, N. Y. 





FOR SALE 


FOR LEASE shoe department established 
women’s apparel store. Address H. E. 
Scharff, Davenport, Iowa. 





POSITION WANTED 


XPERIENCED salesman would like line of 

Men’s shoes to — at $4.00, $5.00 and 
$6.00 for New England States. Twenty-five 
years Se omy with two high-grade lines. 
Present house liquidated on November 15th, 
this year. Highest grade references. Terms 
to suit both parties. Address George J. 
Loveley, 40 Strathmore Road, Brookline, Mass. 








STABLISHED successful shoe store in the 
best city in Minnesota. 100% Location, 
cheap rent. Address D-213, care Boot and Shoe 
ee. 239 West 39th Street, New York, 





EXx¢ EPTIONAL OPENING—Account death 
owner. Recently remodeled. Men's 
and women’s shoes. Best corner in Iowa’s most 
procgaree city of 60,000. — lease, stock in 
excellent condition, specialize on $5 and $6.85 
prices. For sale at less than cost of fixtures, 
$5,000 will handle. Business made profit this 
ear with owner absent. No trades. Bessie F. 
Matson, Executrix, Cedar Rapids, Iowa. 





STABLISHED successful shoe store with or 
without stock. Good location, cheap rent, 
Florida City. Address D-184, care of Boot and 
eet 1 orl 239 West 39th Street, New 
or 





LINE WANTED 


CENTRAL or Western Territory (Colorado 
preferred). Several years as Manager and 
buyer of Shoe Also traveling experience. 
Know shoes and how to sell them, Good health 
appearance. Not afraid of hard 
work and long hours. Can travel in car, or 
will consider retail ition. Address Geo. V. 
Kelley, P. O. Box 361, Las Animas, Colo. 








LINE OF CHILDREN’S pre-welts or stitch- 
downs for Greater New York. Is well ac- 
quainted with the trade. Harry Parker, Room 
604-A. 1350 Broadway, New York, N. Y. 


STORE TO LET 


S TORE 46th Street, Fifth and Sixth Avenues. 
also part of basement, 20 x 90. Box 2339, 
suite 803, Times Building, N. Y. 








WANTED TO PURCHASE 


ANTED TO BUY imported new factory- 
dama ed and worn ladies’ sandals. Also 
men’s and ladies’ factory-damaged dress and 
work shoes and odds and ends in footwear. Will 
—— no He gg | and summer shoes of all kinds. 
Goodman, Rutherfordton, North Carolina. 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
inimum charge 75 cents. For all other classified advertisements the 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 

word of the address should be counted. 








rate is 7 cents per word. 


ANTED in widths. Line of ladies’ novel- 
ties to retail for 7; -75, $2.00 and $3.00 for 
Texas; also beach an Summer sandals. Have 
an established clientele with chain and depart: 
ment stores and well-rated merchants. Address 
z A. Gilbert, Menger Hotel, San Antonio, 
exas. 





MY previous employers say I am a good man- 
ager and buyer for either a regular shoe 
store or shoe department. Let we rove it to 

wherever you may be. L. H. Gilbert, 115 
West 71st Street, New York City. 





POSITION WANTED: Experienced Window 
Trimmer, Card Writer and Shoe Sales- 
man. Nine years’ experience in exclusive stores 
of large cities. Address D-217, care Boot and 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





MODEL CUTTER AND SHOE ARTIST 
with fitting room experience, capable of 
designing, cutting models on women’s shoes. 
Practical experience. Good references. Ad- 
dress D-215, care Boot and Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





POSITION WANTED by man with fourteen 
years’ shoe experience, six of which were 
ape | in contacting the open market iy on mer- 

for lusive women’s boot shop. Fu- 
ture possibilities more important than immediate 
compensation. Address D-214, care Boot and 
ae pergeder, 239 West 39th Street, New 

ork, 








Minimum charge 





The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
£7 Advertisements for this page must be in our New York office on Friday of the week preceding publication. ®& 











When writing advertisers please mention Boot and Shoe Recorder 
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BUSINESS OPPORTUNITY 





MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











WANTED TO PURCHASE 








We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 











We will pay the best pete for 

your surplus or entire stocks of shoes, 

general merchandise or department 

stores. assumed. 

Phone - Write - Call 
All matters strictly confidential. 

I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 














Pittsburgh Merchants Protest 


PITTSBURGH, Pa.—Plans for interest- 
ing Pittsburgh shoe merchants in the 
Pennsylvania Retailers’ Association, 
an organization opposed to the reten- 
tion of the state sales tax after its six 
months’ trial, and a resolution protest- 
ing a national automobile advertise- 
ment, were adopted at the monthly 
meeting of the Pittsburgh Shoe Retail- 
ers’ Association, Nov. 22. 

A committee consisting of R. Bruce 
Murphy, J. B. Morrison, and Al 
Schmidt was appointed to nominate five 
new directors for election at the Decem- 
ber meeting. Sam Levine, of the 
Parisian Shoe Shop, and A. Arnold, of 
Berland’s, staged a friendly “fashion 
duel” for the instruction of the mem- 
bers. Harry W. Ritte, president, 
preided. 

The protests of the Pittsburgh mer- 
chants against an advertisement signed 
by John N. Willys, automobile manu- 
facturer, which has appeared in local 
papers, will be carried to the National 
Shoe Retailers Association and the 
Middle At'antic Association, by letters 
prepared by the officers of the local 
Association. To illustrate the point of 
the advertisement, which is “Car 
prices must come down,” the advertise- 
ment states that “The price of shoes 
is down 41 per cent,” without specify- 
ing whether the percentage is based 
on war-time prices, or prices of last 
season. 

While the shoe men realize that the 
only offense of the ad writer was 
thoughtlessness, and the effect of the 
statement on the shoe market was not 
considered, they feel that the public 








SPECIAL CHAIRS 
FOR SHOE STORES 
OVERSTOCK OF 10,000 CHAIRS AT 
BARGAIN PRICES 
We Also Take Care of Delivery 
and Installation 

NATIONAL SEATING CO. 
276 W. 43rd St. (Cor. 8th Ave.), N. Cc. 
NICK DIACK Phone Wisconsin Bs 3126 














HOTELS 








: Sust WEST of BWAY | 


NEW YORK 
| 1000 ROOMS 


EACH WITH BATH AND SHOWER 


Circulating Ice Water... Radio... 
Large Closets...Full Length Mirrors 


OTHER UNUSUAL FEATURES 
SUN-RAY HEALTH LAMPS 


Roof Solarium... Air-Cooled Restauram 


ROOMS SUITES 
from $950 from $600 
IN THE HEART OF TIMES SQUARE 


will accept the assertion as applying 
to last year’s prices, and accordingly 
will expect much lower shoe prices 
than prevail. Members of the Pitts- 
burgh Association are determined to 
express in no uncertain terms their 
conviction that advertisers should con- 
fine their published statements to their 
own product, and avoid the possibility 
of circulating misleading statements 
affecting other lines of trade. 

The Pennsylvania Retailers’ Asso- 
ciation aims to provide a statewide 
organization of retailers, representing 
every section of the state and every 
class of retailer, and representing re- 
tailers exclusively. 














Northwestern Travelers Meet 


Although the meeting Dec. 23 of the 
Northwestern Shoe Travelers Associa- 
tion in the Boston Block club rooms 
Minneapolis, is to be the annual session 
there will be no election. However, 
delegates to the National Convention 
will be chosen and a long line of im- 
portant matters is to be threshed out 
when brought up at that time. 


Modernistic XMAS 
TICKETS and CARDS 


will add color and attrac- 
tiveness to your Holiday 
trim. 


Red and 
Green Design, Black Figures, 
White Back Ground. 

6 Dozen at $1.05 
12 Dozen at $1.85 
24 Dozen at $3.25 


Actual Size—Die Cut. 


A Profit Chart FREE with 24 
Dozen Order 


(Samples on Request) 


XMAS DISPLAY CARDS 


Sizes 7” x 12” and 8” x 14” 
Contact Shoppers with Snappy 
Sales Messages on Artistic Cards. 


WRITE for Texts and Prices 
Check With Order, Please 


Merchants Service Dept. 

BOOT and SHOE RECORDER 
367 West Adams Street 
Chicago Illinois 




















Here's o service 
you cannot afford _ 
to do without. 
White us for detou- 
ed information 


zaving Co. 


este ‘Act Studios 


e MILWAUK 





EE 
WISCONSIN 




















BOOTS AND SHOES 


Bass, G. H., & Co., Wilton Me. 

Blog Shoe Co., Inc., New York City 

Bob Smart Shoe Co., Milwaukee, Wis. 

Brooks Shoe Mfg. Co., Philadelphia, Pa... 52 
Brown Shoe Co., St. Louis, Mo. 


Chase, W. S., & Sons, Haverhill, Mass. ... 54 


ae 4 hanes Shoemakers, Inc., Cedar Grove, »- 


Cinderella Shoe Co., Auburn, Me. 1 


Clapp, epee & Sons, Inc., E. Weymouth, . 
5 


Dedge, Bliss & Perry Co., Inc., Newbury- 
8. 5 
Dyer & Hall, Inc., Auburn, Me. 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 58 
Edward, J., & Co., Philadelphia, Pa., 

Back Cover 
Foster, Wilbur K., Rowley, Mass. 
Freeman Shoe Corp., Beloit, Wis.. 


Freeman-Thomson Shoe Co., St. 


PTT TITY 54 
.2nd Cover 
Paul, 


Kendall Shoe Co., Haverhill, Mass. ...... 52 


Lockwedge Shoe Corp., Columbus, Ohio. .24-25 


Marathon Shoe Co., Wausau, Wis. 


Mishawaka Rubber & Woolen Mfg. 
Mishawaka, Ind. 


Nettleton, A. E., Syracuse, N. Y. ........ 50 


Old Colony Shoe Co., Brockton, Mass. .... 50 


Packard, M. A., Co., Brockton, Mass. ...... 50 


Richards & Brennan Co., Randolph, Mass. 50 
Roberts-Johnson & Rand, St. Louis, Mo... 7 
Robinson-Bynan Shoe Co., Auburn, N. Y.. 23 
Roth Shoe Co., Philadelphia, Pa. ......... 52 


Smith, J. P., Shoe Co., Inc., Chicago, Ill... 5 
Stacy-Adams Co., Brockton, Mass. ........ 50 
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A BUYING GUIDE TO 
OUR ADVEIATIZERY 
IN THIY 


IVS UE ——’ 





LEATHER AND OTHER MATERIALS 


Armstrong Cork & Insulation Co., Cork 
Division, Lancaster, Pa. 4 


Evans, John R., & Co., Camden, N. J...30-31 


Hubsch , E.. & So Philadelphia, Pa., 
2 ga ae _ . 3rd Cover 


Levor, G., & Co., New York City 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Compo Shoe Machinery Corp., Boston, Mass. 6 


Mears, Fred W., Heel Co., Bates, | Mass., 
Front Cover 


United Last Co., Boston, Mass. ........... 39 


United Shoe Machinery Corp., Boston, | 


Tubular Rivet & Stud Co., Boston, Mass... 55 


SHOE ACCESSORIES 


Shoe Lace Co.. Lawrence, Mass. 


Williams Mfg. Co., Portsmouth, Ohio . 


SHOE STORE EQUIPMENT 
Shoe Form Co., Auburn, N. Y. 


MISCELLANEOUS 


Hotel Edison, New York City 
Hotel Lexington, New York City 
Hotel Morrison, Chicago, Il. 


Kenmore Hall Hotel, New York City .... 
Kirsch-Blacher Co., Inc., New York City... 
Mandel Engraving Co., Milwaukee, Wis... 


National Shoe Retailers Association, oF 
cago, Ill 


Simon, I., Co., New York City 
Stephenson Laboratory, Boston, Mass. 





Hosiery Goes Christmasy 
[CONTINUED FROM PAGE 59] 


out by a questioning process and will 
listen to what the hosiery salesgirl 
may say, provided that conversation 
is made interesting. Right here is 
where it is good tactics to swing into 
the merits of buying three pairs of the 
same hose at the same time. The spe- 
cial price given to three pair purchases 
usually proves to be interesting, as 
our sales tallies prove. 

One of the best advertising stunts 
for a hosiery department, we find here, 
is our free repair service. This is 
a great confidence builder. And at so 
little expense—just a fractional part 
of one percent—a great many custom- 
ers are saved for the store. 

People instinctively realize that the 
hose offered them must be of first qual- 
ity, else such a service could not be 
given. It helps out in many difficult 
adjustment situations, which could 
very easily prove disastrous, save with 
the most skillful handling. 


Gives Away Children’s Shoes 


BALTIMORE, Mp.—Shoe manufacturers 
of children’s shoes, will, this month, be 
able to dispose of 50,000 pairs of shoes 
because of the liberality of Raymond A. 
Sinskey, local attorney. Mr. Sinskey, 
will give, through various charitable or- 
ganizations, 50,000 pairs of shoes to 
needy children. Distribution of this 
large number of shoes will commence 
the latter part of next week and will 
be completed before Christmas. 


Adds Children’s Shoes 


East LiverPooL, OH10.—An addition 
to the shoe department of the William 
Erlanger & Co. Store here was opened 
recently with Sandee Mindlin as man- 
ager. The new section, located on the 
balcony, will handle children’s foot- 
wear exclusively. 


Files Incorporation Papers 


Bripceport, Conn. — Incorporation 
papers have been filed here for Miles 
Shoes of Connecticut, Inc., with author- 
ized capital of 50 shares, no par value, 
and paid-in capital of $2,000. Incor- 
porators are Murray and Samuel Rosen- 
berg and David W. Herrman. 
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By special permission, we are reprinting below a consumer advertisement— 
by an outstanding retailer. It seems to express a conviction common to the 
sentiment and tendency in the minds of all sound merchandisers today: 

° 


Here’s Our Platform now and ever after) 


“We are now starting with a complete new policy—or rather 
we are reverting to a good old policy. 

“All this hysteria about low prices was a bit upsetting and 
we confess we lost our heads. Frankly, we tried buying and selling 
‘cheap’ footwear. It didn’t work. It wasn’t what our patrons 
wanted — they demanded finer footwear—of the sort we have 
always been famous for. 

“So we’re cured—from now on you'll find here nothing but 
the finer quality of footwear, with prices that are compatible 
with genuine quality.” 











°o 


Because they have first-hand knowledge, our customers understand the exceptional qual- 
ity of Pedigo Shoes—their economic value and satisfaction to the consumer. If you do 
not know these facts, pin this coupon to your letterhead and a representative will call to 
give you the whole story—without obligation. 


Pedigo-Lake Shoe Co. 


ST. LOUIS, MISSOURI 


Distinctively Fine Footwear for Women 
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Mr. Merchant— 
~ what are your 
= plans for 1933? 


These are days when the merchant who lacks vision pays a terrific penalty 
for his unpreparedness. 





Success today no longer contains any of the elements of luck . .'. success 
is only achieved as a result of a careful study of the numerous problems 
that confront every business. 


In Chicago, in January, the National Shoe Retailers Association hold their 
convention . . . a convention that is fraught with ideas that will assist you 
mightily in gaining those objectives that you seek in 1933. 


No matter what your particular problems may be . . . no matter if they per- 
tain to inventories, personnel, store equipment, advertising, merchandising, 
you will find the solution to many of your perplexing situations at this 


convention. 
Special reduction in railroad rates by securing For all hotel and display reservations apply to 
special certificate from railroad agent when pur- NATIONAL SHOE RETAILERS’ ASSN. 
chasing transportation. 8 South Michigan Avenue, Chicago, Illinois. 


All Retailers Invited! 





22” ANNUAL CONVENTION 


NATIONAL SHOE RETAILERS ASSOCIATION 
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A 
Profitable 
Style 








There's style in the gay smartness of 
their lines—in the charm of their rich satin 
finish—in their trim, dainty, slenderizing 
fit—irresistible style. 




















G A iT F RS BALL-BAND Moderne Gaiters are 
light—very light. One convenient snap 
holds them snug... and they slip on or 


Oo Oo 
mM 0 q ern off easily. It's surprising how wide arange 


of shoes can be quickly and properly 
In Na me fitted with each of the four smart lasts . . . 


Qa nd Sty le they are exceptionally trim fitting. 


This offers a.good opportunity to sim- 
plify your buying and stock-keeping— 
two accepted colors, Black and Indies 
Brown—one popularfinish, BALL-BAND'S 
rich Indiana satin finish. Repeat orders in 
increasing volume show that the Moderne 
is meeting a brisk demand in leading 
stores. 


Write for the BALL-BAND Catalog— 
you will find it interesting. 





Mishawaka Rubber & Woolen Mfg. Co. 280 Water St., Mishawaka, Indiana 


New England and Greater New York dealers may address Dunham Bros, Co., Dept. A., Brattleboro, Vermont 
GAITERS—RUBBERS— ARCTICS—BOOTS—CANVAS SPORT SHOES—LEATHER WORK SHOES—WOOLEN FOOTWEAR 


Ini Business Publishers, Inc., 239 W. 89th St., New York, N. Y. 
Shoe Recorder Publishing Company, Division of United Bus: a ee Te VEE 








Vol. 102, No. 15. Published every week by the Boot & 
Entered as second class matter Sept. 10, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscri 














SHOE MANUFACTURERS 
EVERYWHERE WHO APPRECIATE 
AN OUTSTANDING QUALITY 
AND STYLE FEATURE HAVE 
ADOPTED THE 


UNITED CUSHION HEEL 


WORTH ITS PRICE 


ITS PERFORMANCE ON FINE SHOES 
IN COMFORT AND EVERYWHERE 
WEAR IS AS FINE | 


AS ITS APPEARANCE 


ue» 





Look for the 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A WEAK Beis Longi- 
tudinal Arch can now 
be held in a normal 
a : es position with comfort to 

ae > a the shoe wearer. 


" 





Arch Support 





Ox. 


S056 Bik. Ruby Kid Blu. 
nsole. 
S56 Same as above in high shoe. 


Scientific Arch Construction That 
Gives Perfect Foot Balance 


The Musebeck Arch Support Insole shoe after five years 
of testing by many of America’s leading shoe dealers, 
has proven every claim made for this shoe. 


Combination 





S000 Bik, Ruby Kid Blu, Ox. Arch Suppor bisay ee Arch Support Insole shoe ene 
OS ren p any foot with a weakened inner Longitudinal con 

-dition. It does not rob the shoe of any inside measure- 
ment. It is not an appliance but a shoe built on spe- 
cially designed last that will hold a weak foot in a 
normal position giving uniform distribution of body 
weight over bottom of foot. This shoe does not jam 
the nerves or blood stream in the sensitive part of the 
inner arch. It is a form to hold the foot in a natural 
position relieving all foot strain. 7 





i a Place the Musebeck Arch Support Insole shoe on all 

rouwer Research No. 100 . adi 

pinsc _ — pa z. Oe iin ian men who have a weak inner Longitudinal arch con- 
Insole. dition. You will receive a happy reaction from these 

men and you will find it profitable business. 


All oxfords and shoes made with the Arch Support 
Insole are priced at $4.85 less 5% discount 20 days, 
30 days net. 





Orthopedic 
8070 Bik. 1 Ruby Kid Blu. Ox. Arch Support Danville 
S70 Same as above in high shoe. 





Illinoia 
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RECOUNT 


rH) 





lL, THE December 3rd issue of Boot and Shoe Recorder we listed 





twenty manufacturers as showing Darex Soles in their Spring 
lines at the Commodore during Show week. A recount shows 
that some thirty-five additional manufacturers who did not ex- 
hibit Darex Soles at the Show have since joined the Darex 


Bandwagon for Spring. 


The trend towards Darex Soles is so pronounced, the reasons 
for their popularity so logical, that alert retailers with a weather 
eye on profit possibilities will do well to give very special con- 
sideration to Darex-equipped styles for quick, easy, profitable 


Spring and Summer sales and resales. Study carefully the Darex 


eer re ae ee, ee ee ee ee ee ee le 


items shown by the manufacturers listed opposite, bear in mind 
that national advertising plus satisfaction is winning an ever- ~ : 


growing army of Darex supporters, and act accordingly. 





DEWEY ANp ALMY CHEMICAL COMPANY 


CAMBRIDGE 4 MASSACHUSETTS 
*« 
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shows bandwagon rush 
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C. H. Alden Co. 
Abington, Mass. 


D. Armstrong & Co. 
Rochester, New York 


M. N. Arnold Shoe Co. 
So. Weymouth, Mass. 


Frank Barber Shoe Co. 
Long Island City, New York 


Barker Shoe Co. 
Auburn, Maine 


Barney, Capen & Denham Co. 
Brockton, Mass. 


Brockton Co-operative Boot & Shoe Co. 


Brockton, Mass. 

California Shoes, Ltd. 
Los Angeles, California 

Carlisle Shoe Co. 
Carlisle, Pa. 

Edwin Clapp & Son, Inc. 
East Weymouth, Mass. 

Cole, Rood, Haan & McGregor Co. 
Chicago, Illinois 

J. M. Connell Shoe Co. 
So. Braintree, Mass. 


W. B. Coon Co. 
Rochester, New York 


B. A. Corbin & Son Co. 
Marlboro, Mass. 


Curtis Shoe Co., Inc. 
Marlboro, Mass. 


Delman, Inc. 
New York, New York 


Dixon-Bartlett Co. 
Baltimore, Md. 


Field & Flint Co. 
Brockton, Mass. 


The Florsheim Shoe Co. 
Chicago, Illinois 


Franklin Shoe Co. 
Boston, Mass. 


THE RECOUNT 


French, Shriner & Urner, Inc. 
Boston, Mass. 


William Greilich & Sons 
Brooklyn, New York 


Julius Grossman Inc. 
Brooklyn, New York 


Howard & Foster, Inc. 
Brockton, Mass. 





Jarman Shoe Co. 
Nashville, Tennessee 


Julian & Kokenge Co. 
Columbus, Ohio 


Geo. E. Keith Co. 
Brockton, Mass. 


Laird, Schober & Co. 
Philadelphia, Pa. 


Lotus Shoes, Inc. 
New York, New York 


Marshall, Meadows & Stewart, Inc. 
Auburn, New York 


The Menihan Co. 
Rochester, New York 


Milford Shoe Co. 
Milford, Mass. 


I. Miller & Sons, Inc. 
Long Island City, New York 


W. Y. Miller Co. 
Schuylkill Haven, Pa. 


A. E. Nettleton Co. 
Syracuse, New York 


HM HM HM HM HM HM MM KM HM HM MK HK OM 


These are the manufacturers who 
have ELECTED to show Darex 
Soles in their Spring lines. Alert 
retailers will be sure to learn why. 


a a a ee ee er er 


O’Donnell Shoe Co. 
St. Paul, Minnesota 


M. A. Packard Co. 
Brockton, Mass. 


Pasadena Slipper Co. 
Pasadena, California 


Peck Shoe Co. 
Worcester, Mass. 


Pontiac Shoe Mfg. Co. 
Pontiac, Illinois 


Portland Shoe Mfg. Co. 
Portland, Maine 


Richards & Brennan Co. 
Randolph, Mass. 


Si-En-Tiffick Shoes, Inc. 
Columbus, Ohio 
Shaft-Pierce Shoe Co. 
Faribault, Minnesota 
Bob Smart Shoe Co. 
Milwaukee, Wisconsin 
J. P. Smith Shoe Co., Inc. 
Chicago, Illinois 
Stone-Tarlow Co., Inc. 
Brockton, Mass. 


A. G. Spalding & Bros. Co. 
Brooklyn, New York 


Stetson Shoe Co., Inc. 
So. Weymouth, Mass. 


L. D. Stickles Shoe Co. 
Red Wing, Minnesota 


Thompson Bros. Shoe Co. 
Brockton, Mass. 


Universal Shoe Corp. 
Sanford, Maine 


Watson Shoes, Inc. 
Stoughton, Mass. 


E. T. Wright & Co., Inc. 
Rockland, Mass. 


H. Zuckerman Shoe Mfg. Co. 
New York, New Yor 





DAREK SOLES 
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ashion says 


“MAKE THEM LIGHTWEIGHT ” 








too Ve ~ wes es 

You can’t see the softness of an Armstrong’s 
Cork Box Toe or Counter, but press them with 
your fingers. Notice how pliable they are. Cork 
box toes and counters are ideal for summer shoes. 





but they must not 


CREASE 


HE latest advance fashion 
7... indicate that shoes 
for next spring and summer will 
be lighter than ever before. But 
even these lightweight summer 
shoes must have all the style, all 
the comfort of the heavier, more 
sturdy shoes. This is a large order 
... togive lightweight shoes last- 
ing style and comfort. But it’s 
easy with Armstrong’s Cork 
Box Toes and Counters. Why? 
Because they’re light and com- 


or WRINKLE 


fortable, and yet do. not crease, 
break down, or wrinkle. They 
retain the stylish shape of the 
shoe. You can flex any Arm- 
strong’sCork Box Toe orCounter 
with your thumb and prove to 
your customers why the shoe 
is comfortable. Lightness is self- 
evident when the shoe is lifted 
or tried on. For full information 
write Armstrong Cork 
€? Insulation Co., 933 
Arch St., Lancaster, Pa. 


Armstrong’ 


Product 


ARMSTRONGS CORK 
BOX TOES and COUNTERS 


Boston 
New Yore 


ATLANTA 
Detroit 


CINCINNATI 
St. Lovis 


CHICAGO 
PHILADELPHIA 
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